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ABSTRACT 
With the growing competition between local express companies, profit margins have 
grown smaller and smaller. Therefore, to be a winner in the highly competitive and 
cut-throat market, one should provide more innovative services to the customers 
instead of blindly cutting price. 
In this research paper, we would like to propose a new service to be offered by 
courier companies in Hong Kong -- the "Express Credit Card", which will create a 
strategic alliance between the courier companies and retailing companies. 
We have conducted a literature review to find out the industry, competitive, customer 
and company profile of the major courier companies in the market. In addition, we 
have conducted two pieces of primary research by distributing 400 questionnaires to 
the retail shops and consumers to find out more about their needs, and their criteria 
for evaluating a "good" courier company. Then we used SPSS statistical package to 
analyze the data. 
Our conclusion is that the new service: the idea of "Express Credit Card", should be 
launched. At the end of the paper, we have also proposed some recommendations 
for the courier companies who want to launch the new service: there are two major 
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groups of target markets, one is the electrical appliance shops and furniture/light 
fitting shops that have average monthly sales of over HK$ 450,000 by dollar amount 
and over 50 by number of transactions. The other group is consumers aged between 
35 and 54 with monthly income of over HK$ 5,000. The "Express Credit Card" will 
be positioned as the most convenient and reliable way to get the customers' purchased 
goods delivered directly to their home, and hence saving them a lot of trouble and 
helping them to really enjoy their shopping day. In addition, the courier company will 
also be positioned as "the most friendly and caring courier company". The price 
policy is designed in a way that only the customers will be charged from HK$ 20 to 
HK$ 100 for each item delivered, and the retail shops will receive 10% of the service 
charge paid by the customers. The delivery service will cover Hong Kong Island, 
Kowloon, New Territories and even the Outlying Islands. Promotional activities will 
be divided into two phrases, with phase one concentrating on arousing the public 
awareness and stimulate the trial of "Express Credit Card", and phase two aiming at 
spinning a service web and hook the customers to the web. 
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CHAPTER 1 
INTRODUCTION AND STATEMENT OF PROBLEM 
Some History 
Express service ~ the speedy delivery of parcels and documents for clients ~ has 
developed in Hong Kong for more than ten years. The idea of such a service is to 
provide professional agents who deliver parcels and documents to destinations 
specified by clients. This process includes: collection, sorting, transportation, custom 
clearance and final handling. The flow of the parcels and documents is constantly 
monitored by computers that send back the updated information to the service centre 
of the express agent. 
The concept of express delivery service originated in the United States in the early 
70s; it then came to Hong Kong in the mid-70s and has enjoyed enormous growth 
since then. Competition is so intense that most of the companies have entered into 
a price-cutting warfare in order to gain market share. 
With the growing competition between local express companies, profit margins have 
grown smaller and smaller. Therefore, we believe that instead of blindly cutting their 
prices, these companies should consider instead concentrating on a certain market 
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niche (or niches) and becoming a specialist in that market niche (or niches): in other 
words, in order to be the "winner" in the express delivery "war", one should provide 
more innovative services to the customers, and explore segmentation possibilities, as 
noted. 
Sphere 
It should be noted that we specifically delimit this paper to such services in Hong 
Kong, that is, to transactions originated in Hong Kong and terminated in Hong Kong. 
Idea 
Is it possible to launch an "Express Credit Card" in Hong Kong which operates like 
a regular credit card? People could apply for this "Express Credit Card" with or 
without paying a membership fee. Once they have become the members, each time 
they go shopping or buy anything, they could present the "Express Credit Card" to 
the shop, sign their name on the invoice, and have the express company deliver 
everything they have bought directly to their home. In that way, they do not have to 
carry every item they have bought (which can be quite heavy and troublesome) along 
their "shopping route". Thus they can really enjoy the fun of shopping without 
carrying so many heavy bags! 
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Although some retail shops like furniture or department stores, already provide 
delivery services for their consumers, they have the following shortcomings: 
1. They are not express deliveries in nature. For these shops to make a delivery 
trip, they must first accumulate a sufficient number of orders for a particular 
district before it would be operationally economical. So it is not uncommon 
for consumers to wait for days or even a week before their goods are 
delivered. Furthermore, there is no detailed delivery schedule, which means 
goods can be delivered to one's doorstep either in the afternoon, evening or 
even at night. Consequently consumers may have to stay at home and wait 
for a whole day before the goods finally arrive. 
2. They are not considered to be professional in the level of service. Normally 
these shops will employ unskilled workers to do the jobs. In the course of 
delivery, goods may be subject to unnecessary damage through mishandling. 
Also, it is very common for consumers to pay extra money to the delivery 
workers as their tips. Therefore consumers may actually pay for other 
peoples' damaging of their own goods! 
3. From the point of view of these shops, they will have to bear their own risks 
for any damage during the course of delivery if accidents occur. 
Therefore the major advantages to both consumers and shop owners of using the 
"Express Credit Card" service are as follows: 
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1. Delivery can be made much more frequently, e.g. once a day, due to the 
economy of scale of the courier companies. This means lowering of the 
overhead for the shops, and speedy and timely delivery service to the 
consumers. 
2. The professional handling of goods by the courier companies can minimize the 
chance of damage. Also the couriers will not take tips because of the courier 
companies' code of employee conduct. 
3. The retail shops can be protected from any liability if accidents occur during 
delivery by the courier companies, because insurance will be built into their 
costs of joining the service 
The concept of an "Express Credit Card" is just like a traditional credit card -- every 
time one uses that card, the shop will scan the card, access the central computer of 
the express company and get the approval code. The customer will pay the bill on 
a monthly or bimonthly basis. In order to encourage the retail shops to install this 
system, they will be given a certain percentage of commission on every usage of the 
card, just like a traditional credit card. 
In addition, Hong Kong would be an ideal place for launching such a new kind of 
service mainly because nowadays express service is widely utilized by almost all 
fields of business: trading companies, financial institutions, and legal offices etc.. 
Its popularity is mainly due to the fact that people in Hong Kong all recognize the 
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importance of efficiency and speed in business transactions -- "Time is Money" is 
their motto. So by introducing the "Express Credit Card" service to the retail 
business and its consumers, a new mode of consumption, which is characterized by 
a burden-free way of shopping, and a fast and timely delivery to consumers, can be 
introduced to the hectic city. 
Given the fact that there are about 1.5 million credit-cardholders in Hong Kong, and 
that this number is expected to increase to 2 million by the end of 1993^*, such 
popularity for the notion of the credit card can in turn suggest that the launching of 
a retail express service in the form of a credit card should also be easily accepted. 
These are the questions that we would like to explore in this project. In fine, the 
objective of this project is to see if there is really a market for the proposed new 
service that have just been mentioned. To seek out an answer, this research project 
is divided into the following phases: 
1. A literature review will first be conducted in order to get the secondary 
information about the origins of both the international express service and the 
local express industry as well. 
2. A review of the local express industry in terms of its competitive and 
customer profiles. 
* All reference notes follow page 71. 
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3. A review of the mode of operation of one of the major local courier company 
- t h e Morning Express Courier Company. 
4. An outline of methodology for obtaining data from the potential "Express 
Service Card" customers: retailers and their customers. 
Finally the data gathered will be analyzed and，transforming it into "information", 
comment upon the viability of each of the ideas proposed, along with other notions 




ORIGINS OF EXPRESS DELIVERY SERVICE 
While this paper (see above) is delimited to Hong Kong, the notion of professional 
international courier services is important to trace for insights into origins and 
development. 
When containerization started in the late 1960s, sea freight operations became so 
speeded up that sometimes shipments arrived ahead of shipping documents. At that 
time, three American college students who were looking for something to do during 
summer vacation, saw the need for the rapid delivery of "time-sensitive" documents 
from the United States West Coast to the Hawaiian Islands. They thought up the idea 
of acting as couriers to carry shipping documents to Hawaii for a fee. When they 
started, it just looked like a dandy idea for an expense-paid Hawaiian vacation. 
The three students were Adrian Dalsey，Larry Hillblom and Robert Lind, and they 
soon discovered that they were into a gold mine of an idea. They formed DHL 
courier services to exploit it and DHL became a trailblazer in the industry. Their 
idea was to provide a centralized document collection and delivery centre, an idea 
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opposite to that of the United States postal service system, which had decentralized 
document handling centres all over the country. By doing this, they (DHL) became 
the first private company to provide postal service. By 1972, their concept was being 
applied to the delivery of documents throughout the United States. 
Courier delivery service is exactly that: couriers actually carry letters and packages 
from "desk to desk". It was then a new element in the air express business. 
Just as air cargo was a later offshoot of the airline passenger business, the air express 
industry was a later development of the air cargo service. Regular airlines have been 
carrying letters and parcels before, as part of their freight business, but this entailed 
a lot of trouble for the customer. Consignments have to be taken to the airline's 
cargo office by the client. And the parcel must also be claimed from the airline's 
cargo office by the recipient. For international deliveries, parcels must, in addition, 
also go through customs formalities coming and going. Businesses that rely on air 
parcel deliveries a lot, like newspapers and communications companies, often have 
to retain a regular broker just to handle these formalities. 
The courier services sought to solve all these problems. In the United States, the 
competition in the air express delivery services became a battle of speed. The first 
overnight delivery service was started -- or at least its market was first defined -- by 
Herb Smith, another college student. Mr Smith started the concept of a "superhub" 
where all consignments of letters and packages would be brought, sorted and 
redistributed to their destinations. He was only in his 20s when he set up Federal 
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Express to implement his concept. Although he put in US$4 million of his own 
inherited money when he started, there were a lot of doubters about his idea — the 
practical application of a concept he first laid out in an overdue economics term paper 
while he was an undergraduate at Yale University. This was not unexpected, since 
even his professor then rated the paper only a mediocre "C"^. 
DEVELOPMENT OF INTERNATIONAL EXPRESS DELIVERY SERVICE 
While Federal Express was pioneering the U.S. overnight domestic express service, 
DHL was moving into international courier service. 
In 1972, when DHL was unable to extend its service outside of America because of 
the disapproval from the U.S. Civil Aeronautics Board, a Hong Kong entrepreneur 
called Chun Po Yung realized how big the development potential was, and he 
managed to obtain a franchise from DHL America. He established DHL International 
Ltd and began its services in South East Asia. A year later its services were extended 
to Europe, the Middle East and Africa. Then other courier companies began to enter 
the express delivery market. As a Hong Kong company, DHL is now the largest of 
the world's courier services, and operates over 600 offices worldwide in over 145 
countries. Later, TNT Skypak came along, in 1982, and Federal Express followed 
in 1984. Fellow US operator United Parcel Service is the latest entrant, only 
appearing on the Hong Kong scene in any strength in October 1988^ 
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Nowadays, DHL has become the market leader with 44% of the local market share. 
In addition, there are about 8 large and well-established courier firms and over 40 
others of various sizes. 
As the American express delivery companies looked to expansion and growth, they 
turned their eyes to the international market and Asia. Because it is the base of the 
market leader, Hong Kong has become the centre of competition for the business. 
Not only that, because of its central position in the region and its relatively more 
modem air cargo and transport facilities, not to mention its relatively more efficient 
and no-nonsense custom procedures, it has become the main battleground of the fight. 
In fact, because of the keen competition, prices have been cut 20% when compared 
to 10 years ago as the competition has intensified^. 
In view of the threat posed by the courier companies to their postal services, some 
European governments began to strike back. In 1985, Belgium prohibited the entry 
of these companies' services. Other countries like France and Holland also imposed 
harsh conditions, for example, heavy taxation and prohibition of discount offering. 
In November 1987’ a new courier company called EMS-IPC was formed by some 11 
countries' postal departments as a joint effort to counteract the private courier 
companies. 
Despite all the above resistance, private courier service was particularly welcomed 
by the business world. Some of the reasons: 
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1. Private courier companies can provide a much more efficient and better 
service than their non-profit making counterparts. 
2. As international trade expands, more goods and documents need to be 
delivered very quickly in order to remain competitive, therefore, demand for 
courier service keeps increasing. 
/ 
3. The common belief that "time is money" means that businessmen in general 
are much more ready to accept the concept of express delivery service. 
4. As the courier companies are actively promoting their services, they have 
successfully created the image of being "speedy and accurate" among their 
potential customers. 
EMERGENCE OF EXPRESS DELIVERY SERVICES IN HONG KONG 
After entering the international express delivery market in Hong Kong, DHL set up 
DHL Intracity Express Delivery Company in 1980 to handle all document and parcel 
delivery jobs within Hong Kong; DHL Intracity Express thus became the first local 
express delivery company in Hong Kong. 
Traditionally, most companies employ their own messengers to deliver documents and 
parcels. However, in the mid-1980s, because of the decreasing unemployment rate 
and increasing educational level of Hong Kong people, it became more and more 
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difficult for companies in Hong Kong to hire messengers to deliver their "time-
sensitive" documents and parcels. Therefore, at that time, many express delivery 
companies were set up in order to take up the job of messengers. Another factor that 
has contributed to the growth of the local express service market is that in order to 
be competitive in an ever changing market, manufacturers and retailers have shifted 
their inventory purchasing mode from mass ordering to small quantities with various 
models being ordered. So instead of ordering 1,000 units of a particular model, they 
would order five different models, each with the quantity of 250, so as to reduce the 
loss should the inventory become obsolete. This makes express service suitable for 
them because the courier companies can provide them with a low-cost delivery 
service. In 1987, there were only 8 to 10 local express delivery companies in Hong 
Kong5; this number increased to nearly 30 in 19886，and over 200 in 1993^ 
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At present, the local express delivery market can be divided into three major 
segments: 
1. Same Day Delivery 
Collection and delivery to the destination in the same day. 
2. Overnight Delivery 
Collection on the first day and delivery to the destination on the second day. 
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3. Private Messenger Service 
Besides general delivery service, this service also provides personal services 
such as flower-sending and renewal of driving licenses. The professional 
"messenger" will collect orders from clients once or twice a day at pre-
detemiined time. 
COMPETITIVE PROFILE 
Among the 200 local courier companies, there are several major players in the 
market, each one of them specializes in a specific market segment: 
1. DHL Intracity Express 
Established in 1980, DHL is now the market leader of express delivery 
service in Hong Kong. Its strategies include quality service through staff 
training, membership subscriptions, concentration on consolidation, group 
selling and adoption of new technology such as the newly installed on-line 
document tracing system. Its strengths include numerous service outlets, a 
large service network, staff management and relative strong courier teams, 
comprehensive service, strong corporate image and technological advantages. 
f 
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However its weaknesses include inflexibility of service in terms of waiting 
time and item's size: its couriers will not wait for their customers since they 
expect the customers to have everything ready by the time the couriers arrive; 
also the company sticks to its Tariff Sheet and will not deliver any oversized 
item for the customers. Another competitive disadvantage for the company 
is that its service charge is higher than most of their competitors due to the 
management's believe that price cutting is not an effective way for achieving 
market share and growth. 
2. SKD Parcel Services Ltd 
SKD is the first large-scale parcel distribution centre in Hong Kong. Formed 
in 1991, SKD decided that the territory lacked a guaranteed next-day delivery 
service or same-day pickup operation for packages of up to 30 kilograms. So 
SKD bought 30 newly imported Ley land DAF400 vans, each with the capacity 
to transport about 1.7 tons. Its strategies include specializing in small parcel 
delivery; and aggressive and ambitious advertising noting that they have a 
large service fleet and self-owned premises. However, SKD also has its 
• weaknesses. Since it is a latecomer to the market, it has identified those small 
and medium size companies which use no delivery services as its target 
customers. This market niche is considered to be narrow because next-day 
delivery is applicable to parcels only. Besides, its Sheung Shui operation 
centre, a five storey building purposely built for parcel processing, is too 
remote from the urban area. 
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3. Interchange Hongkong Ltd 
In 1988, when Mr Slesinger, founder of Interchange, saw that it was very 
difficult for a company to hire messengers, he decided to open a document 
exchange centre to replace part of the job of messengers; -- the exchange 
provides lock-boxes for members enabling them to deliver and collect items 
at one central location. The cost of membership is HK$ 1,000 a month, 
which is one-quarter to one-fifth of what it costs for a messenger to deliver 
items to separate locations. With this document exchange system, no longer 
do messengers have to travel ten or twenty different destinations each day. 
Previously stretched messengers can now effect the bulk of their deliveries 
with a single visit to one central location, after which they are available for 
urgent tasks, so the system would improve office efficiency while using fewer 
messengers. Interchange has 450 members now, and they are mainly banks 
and law firms. It is now aiming to recruit more banks, brokerages, fund 
managers trustees and companies involved in the media. Interchange's 
strategies includes niche marketing for professional firms, membership 
subscription and group selling. Its strengths include convenient location and 
low price. Its weaknesses include a limited network because a company, 
which has to be its member, can only utilize this service to exchange 
documents to a limit number of other firms. 
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In fact this is not a courier service because after all the delivery depends on 
individual company's messenger. Finally, the service range is very limited 
since the size of the lockboxes already restricts the size of documents or 
parcels that can be interchanged. 
4. Morning Express Courier Limited** 
Morning Express Courier was established in 1987 when it saw the market 
potential for express delivery service. It started off as a company that has less 
than 20 staff, but now it employs over 200 people and has a 5000 square feet 
office in Cheung Sha Wan. Morning Express Courier is the first express 
agent to launch a retail express delivery service that caters to the individual 
customers rather than the traditional company customer ~ a "Private 
Messenger Service", which can deliver almost anything that you can name, 
such as buying a conceit ticket or buying a roasted goose from Sham Chen 
and delivering it to your home. They can even help you to deposit a check in 
the bank! Its strategies include flexible service and pricing policy. Its 
strengths lie in being able to do almost everything for its customers at a 
reasonable charge. Its weaknesses are their high fixed costs, since it has 
opened three MTR document/parcel drop-off centres; it is in fact very risky 
for a company to commit such a high investment when the market potential 
for individual customers is still unknown. 
** An in-depth look at this Company is offered in Chapter 5. 
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In the keen competition among these 200 local express delivery companies, price-
cutting has been one of the major means used to compete. This is especially common 
among the new entrants — not only because the express services they provide are 
similar, but also because they are willing to deliver at a loss in a bid to win market 
share! This certainly is good news to the infrequent customers, who make up about 
20 to 30% of the market, as these people are more likely to be price sensitive. 
However, to the frequent customers, their primary concern is the service quality 
which would eventually be hampered by price-cutting when resources become limited 
because of the low marginal revenues. 
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Besides internal competition, the courier business is also suffering from external 
competition such as the popularization of the fax machine. Given a metropolis like 
Hong Kong, telecommunication is so common that the fax machine can be a fast and 
accurate way of transmitting information. Despite the fact that the fax service has 
some limitations such as that one cannot fax originals (which is a must for some legal 
documents) and that in some cases confidentiality can be an issue (although current 
fax technology has blunted this weakness), its competition is real. 
But you cannot fax parcels. 
In view of the above competition, some express companies have taken initiatives in 
service innovation. For example, they have extended the service hours of their 
collection centres in some major business districts; moreover, they have also installed 
sophisticated computer tracking systems which allow delivery drivers to key-in 
package details as soon as they change hands. 
CUSTOMER PROFILE 
The major customers of express delivery service include banking and financial 
institutions, legal offices, trading companies, and manufacturing and printing 
industries. The services required by these customers and their associated advantages 
are summarized in the following table: 
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Clients Delivery Service Required Advantages 
for 
Banks (1706 / - Letters of credit - Safety 
Financial Institutions (1095) - Bank drafts - Confidentiality 
Legal Offices (1822) - Annual reports 
-Legal documents 
-Samples for patent 
registration 
Electronics (430) - Orders - Competitiveness 
Textiles (5055) - Tender documents - To minimize down 
Import and Export Trade (76,260) - Drawings time and inventory 
Plastic Toy Manufacturers (1020) - Specifications control cost 
-Finished samples - Better customer 
service 
Publishing, Printing and Allied (4569) - Draft copies - Speedy 
-F i lms - Safe delivery 
-Positives 






HI : Of the five types of retail shops we have selected, most of them (over 
75%) provide delivery service using their own internal delivery team. 
H2 : Most of these retail shops (over 75%) cannot deliver the goods within 
two days after the sale. 
H3 : In general, for the retail shops that do not have their own internal 
delivery team, they are not satisfied with the performance of their 
existing courier agents. 
H4 ： Over 25 % of the customers have come across situations in which the 
shops where they made the purchases did not provide delivery service 
for them. 
H5 : Most of the customers (over 75%) expect their goods to be delivered 
within two days after the purchase. 
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H6 ： In general, the customers are not satisfied with the existing delivery 
service provided by the retail shops. 
Research Design: Multi-dimensional Approach 
The new service that is being proposed is Express Credit Card. It is classified as a 
retail service because it is designed for customers to present it in retail shops and 
want to utilize the courier services. 
In choosing the research methods for the above proposal, the following factors have 
been taken into consideration: 
- I n real life situation, it is unlikely that a single research method can provide 
all the necessary information. Therefore multiple channels have to be 
employed in order to gather sufficient useful information for a thorough and 
objective analysis. 
- T h e choice of research method and the scale of study are affected by a 
number of constraints which include the followings: 
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- t ime restriction 
-resources and costs constraints 
-manpower limitation 
It is under these practical constraints that an effective research method is 
chosen. 
-Finally, the situation is further complicated by the confidentiality of business 
information. Often the researcher is denied access to the right information. 
In view of the above factors, a multi-dimensional approach is chosen for this 
research. This means that a combination of different research methods is used. This 
enable the researcher to gather information from various sources, both secondary and 
primary. 
4.1 Literature Review (highlighted in Chapter 2) 
This provides a theoretical basis and the background information to begin the study. 
A properly done literature review offers a useful guide to subsequent research. The 
review covers all sorts of relevant publications such as books, magazines, trade 
journals, research reports, etc. Areas of special relevance to this study are: 
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i. Origins of the international express delivery service. 
ii. Emergence of the express delivery service in Hong Kong. 
It is hoped that through this literature review, a theoretical framework can be built 
and a basic understanding of the courier industry is grasped. 
4.2 Collection of secondary data for the local express delivery service 
(highlighted in Chapter 3) 
From various journals, trade and government publications, the following secondary 
data of the local express delivery industry is collected: 
i. Industry profile 
ii. Competitive profile 
iii. Customer profile 
4.3 Discussion with the Marketing team of the Morning Express Courier Ltd 
(Chapter 5) 
Discussion was held with the marketing team in charge of the marketing of the 
service of the Morning Express Courier Limited. This method serves to provide a 
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basic understanding of the mode of operation of one of the major local courier 
company and covered the follow ings: 





ii. Operation mode 
-ordinary service 
- 1 and 2-hour express service 
iii. Service highlights 
4.4 User interviews 
For retail service, the users may be the retail shops and its customers. 
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4.4.1 Retail shops (Chapter 6) 
The sample frame for retail shops was the "Listing of Retail Shops in Hong Kong" 
from the Central Registration Section of the Hong Kong Census Department. Five 
categories of shops were selected from the listing by means of judgement sampling 
and these include: 
i. Wearing apparel shops: including boutique shops, evening dress retails, fur 
clothing shops and wedding gown retails. 
ii. Electrical appliances shops 
iii. Fumiture/light fitting shops 
iv. Computer retail shops 
V. Department stores 
Within each category, a probability sample of forty were selected and questionnaires, 
together with stamped return envelopes, were sent to each of them. 
The breakdown of the sample is shown in the following table: 
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Type of Shops Total Number^ Sample Size 
1. Wearing Apparel Shop 9,833 40 
2. Electrical Appliance Shop 2,249 40 
3. Furniture/Lighting Shop 1,266 40 
4. Computer Shop 150 40 
5. Department Store 285 40 
Total 13,783 200 
4.4.2 Customers (Chapter 6) 
The sample frame for customers was those people walking pass three high traffic 
places in Hong Kong: Sogo Department Store at Causeway Bay, Hong Kong, Ocean 
Terminal at Tsimshatsui, Kowloon, and Yaohan Department Store in Shatin, New 
Territories. The sample size was 200. We used quota sampling method to interview 
our targets on Wednesday and Sunday. The population distribution of Hong Kongi� 
is as follows: 
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Age \ Sex Male Female Total 
0 - 1 7 728,418 671,397 1,399,815 
18 - 34 886,922 883,308 1,770,230 
35 - 34 728,734 649,956 1,378,690 
55 + 467,917 649,956 1,378,690 
Total 2,871,991 2,710,290 5,522,281 
Therefore, the number of people we interviewed - in the 18 to 54 range only ~ in 
proportion to the above table was: 
A2e \ Sex Male Female Total 
O 
18 - 34 56 56 112 
35 - 34 46 42 88 
Total 102 98 200 
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4.5 Hypothesis on potential Express Credit Card customers 
4.5.1 Number of working women in Hong Kong" 
1989 1990 1991 1992 1993 
Female Labour Force 998 992 1060 1038 1044 
( in thousands) 
As the above data reveals that the number of working women has generally 
increased from 998,000 to 1 million during the period 1989 to 1993. 
Therefore it is concluded that there are an increasing number of working 
women; they have less leisure time for shopping. This implies they may be 
willing to use the "Express Credit Card" in order to trade their money for 
their valuable time. 
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4.5.2 Working hours of Hong Kong people^^ 
1989 1990 1991 1992 1993 
Median hours of work 
per week for employed 46 46 46 45 48 
persons 
In 1993, an employed person in Hong Kong works for 48 hours per week. 
Compared with the past four years, it can be seen that in general people have 
to work for longer hours. This suggests that "free time" for such activities 
as shopping is getting tighter, and, with less concern about carrying packages 
home, more time can go into shopping itself and other such activities. 
4.5.3 Income of Hong Kong people 
According to datai^ the Real Salary Index (B), which measures the changes 
due to a general increment, meritorious increase and gain in seniority, has 
increased from 120.9 in 1986 to 170.1 in 1992. 
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Since people have less leisure time and more money, they are less price 
sensitive to "time-saving" services and are much more willing to trade their 
money for more leisure time by using the "Express Credit Card". 
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CHAPTER 5 
MORNING EXPRESS COURIER: AN IN-DEPTH LOOK 
Morning Express Courier Limited (MEC) is chosen as an example for us to review 
for its service and mode of operation, because it is the first express agent to launch 
a retail express delivery service which is in the same line of service that we propose. 
SERVICE PROVIDED 
MEC provides many kinds of service packages for its customers. The details are as 
follows: 
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1. Service Packages 
Package Type 1 2 3 4 5 6 7 8 
No. of orders per month'^ 20 50 80 100 120 150 200 250 
Monthly charge (HK$) 800 1,300 1,600 1,650 1,750 2,000 2,350 2,800 
Charge per order 40 26 20 16.5 14.6 13.3 11.8 11.2 
Charge per extra order 32 20 18 18 18 15 15 15 
Max. no. of orders per day 10 10 20 20 20 30 30 35 




2. Special Service 
-pick up or deliver the orders at specific time : HK$32/order 
-orders that exceed the maximum dimension : HK$32/order 
- orders that weight between 1 kg and 3 kg ： HK$32/order 
-orders that weight more than 3 kg : Negotiable 
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3. Express Service 
-1-hour express service (plus 15 minutes handling time) : HK$150/order 
-2-hour express service (plus 15 minutes handling time) : HK$100/order 
- the above prices are for a single trip only 
4. Service Conditions 
-Service time : Monday to Saturday 
-Maximum weight : 1 kg 
-Maximum dimension : 14" x 16” x 2" 
-MEC does not buy any insurance for the items they deliver, but they would 
.pay a maximum of HK$ 1,000 to their customer if the item is destroyed or 
broken during transit 
-there will be no charge for any delayed deliveries 
-MEC has the right to reject any kind of special service 
-mEC will notify the customers immediately for any unsuccessful delivery 
due to any reason 
-customers should settle the monthly charges by advance payment 
9 
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-customers should give MEC one month prior notice if they want to terminate 
the service 
MODE OF OPERATION 
1. MEC has 
- 3 vans and 15 motorcycles 
-200 staff members 
-5 ,000 feet office in Cheung Sha Wan 
- 3 MTR service centres at Tsuen Wan, Admiralty and Taikoo 
- 1 MTR Yaumatei service centre which will be opened soon 
- i t processes over 2,000 items per day 
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2. Ordinary Service: 
Couriers pick up all the orders from 
customers and the 3 MTR service centres 
Pool all the orders in Cheung Sha Wan 
office, scan into the computers, and 
do the sorting 
Couriers deliver all the orders to 
their destinations and get the signed 
receipts from the recipients 
Return the signed receipts to the 
customers the other day 
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3. 1 and 2-hour Express Service: 
Customer service staff gets the 
telephone order from the customer and 
checks to see if they can arrange a 
motorcycle or van to deliver the order 
If the answer is yes, they will so notify 
the customer and call up a motorcycle 
nearest to the customer's office to 
pick the order 
N / 
The courier will deliver the order 
directly to its destination and get 
the signed receipt from the recipient 
N / 
Return the signed receipt to the 
customer the other day 
Note: Tracing time -- MEC can trace the location of the order and reply the 
customers in ten minutes. 
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SERVICE HIGHLIGHTS 
1. The purpose of a courier company is to provide "convenience" to the 
customers and MEC provides the most common services such as obtaining 
Import and Export Licenses, making custom declarations, making cheque 
deposits, submitting documents to banks, processing and obtaining documents 
from shipping companies, posting parcels and registered mails at the post 
offices, etc., all of which are not provided by some international courier 
companies, e.g. DHL. 
2. MEC returns signed receipts to its customers as a proof of delivery, and this 
offers security to the customers. 
3. MEC's couriers will wait for 10 to 15 minutes once they arrive if the 
customers are not ready to dispatch their goods. 
4. MEC's service hours are from 7:00am to 12:00 midnight every day, including 
Sundays and public holiday. Although MEC has a cut-off time, it also accepts 
"late" orders as long as there are not too "unreasonably" late, e.g. 30 minutes 
after cut-off time. In fact, everything is flexible and negotiable at MEC --
even if the customer wants to send out an oversized item, as long as he 





200 questionnaires were sent to the retail companies and 36 questionnaires (18%) 
were completed and returned (Appendix 2). 
Out of the 36 companies replied, 15 of them indicated in the last section of the 
questionnaires that they were interested in the research and would like us to send 
them a copy of our research result. 
I. RESULTS OF PERCENTAGE COUNTS 
RETAILERS 
PART ArUSAGE OF DELIVERY SERVICE 
Q1 Out of the 36 companies replied, 33 (92%) provide delivery service for their 
customers (Appendix 6). 
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Q2 21 (64%) companies provide delivery service by their own people, while the 
remaining 12 (36%) companies use others to provide the service (Appendix 
7). 
Q3 Concerning the elapsed time before a delivery order is picked up, the 
distribution of responses is (Appendix 8): 
Immediately after sale 4 (12%)^^ 
One day after sale 8 (24%) 
Two days after sale 6 (18%) 
Three days after sale 8 (24%) 
Four or more days after sale 7 (21 %) 
Q4 Concerning the coverage of the delivery service, the distribution of responses 
is (Appendix 9): 
One area 1 ( 3 % ) 
Two ares 2 ( 6%) 
Three areas 23 (70%) 
Four areas 7(21%) 
Q5 17 (52%) out of the 33 companies' goods were damaged during delivery 
(Appendix 10). 
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Q6 3 (18%) out of the 17 companies received compensations from damages 
mentioned above (Appendix 11). 
Q7 Concerning the performance of the agent's delivery services, the average 
ratings are listed in ascending order as follows (Appendix 12-17): 
(1 - Very satisfied, 4 - Very unsatisfied) 
Care in goods handling 2.09 
Speed of delivery 2.03 
Attitude of delivery staff 2.03 
Ability to deliver oversized item 2.03 
Ability to deliver to all areas 1.91 
Amount of service charge 1.85 
Q8 With regard to the three major reasons for not providing delivery service, the 
results are as follows: 
For those 3 companies that do not provide delivery service, all of them' 
indicated that "not too many items need delivery service". 
2 companies indicated both "size of item is small" and "other competitors do 
not provide delivery services" as the two other reasons. 
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1 company said that they "do not want to incur operation cost" and "do not 
have the resources to provide delivery service". 
PART B:COMPANY DETAILS 
Q9 The frequency distribution of the type of responding companies is as follows 
(Appendix 18): 
Computer shop 11 (31%) 
Fumiture/light fitting shop 9 (25 %) 
Electrical appliance shop 7 (19%) 
Department store 6 (17%) 
Wearing apparel shop 3 ( 8 % ) 
QIO Concerning the number of outlet(s) the companies have, the distribution of 
responses is (Appendix 19): 
One area 33 (92%)^^ 
Two ares 1 ( 3 % ) ‘ 
Three areas 2 ( 6%) 
9 
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Q l l The frequency distribution of the companies' average monthly sales (in 
dollars) is as follows (Appendix 20): 
Less than $50,000 3 ( 8%) 
Between $50,000 and $150,000 3 ( 8%) 
Between $150,001 and $250,000 5 (14%) 
Between $250,001 and $350,000 2 ( 6%) 
Between $350,001 and $450,000 6 (17%) 
Larger than $450,000 17 (47%) 
Q12 The frequency distribution of the companies' average monthly sales (in 
number of transactions) is as follows (Appendix 21): 
Less than 10 3 ( 8 % ) 
Between 10 and 20 6 (17%) 
Between 21 and 30 2 ( 6%) 
Between 31 and 40 4 (11%) 
Between 41 and 50 3 ( 8%) 
Larger than 50 18 (50%) 
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Q13 The frequency distribution of the companies' average monthly sales (in 
dollars) for those goods that have been delivered is as follows (Appendix 22): 
Less than $50,000 6 (18%) 
Between $50,000 and $150,000 4 (12%) 
Between $150,001 and $250,000 3 ( 9%) 
Between $250,001 and $350,000 4 (12%) 
Between $350,001 and $450,000 2 ( 6%) 
Larger than $450,000 14 (42%) 
Q14 The frequency distribution of the companies' average monthly sales (in 
number of transactions) for those goods that have been delivered is as follows 
(Appendix 23): 
Less than 10 6 (18%) 
Between 10 and 20 6 (18%) 
Between 21 and 30 1 ( 3 % ) 
Between 31 and 40 4 (12%) 
Between 41 and 50 2 ( 6%) 
Larger than 50 14 (42%) 
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CUSTOMERS 
200 questionnaires were completed by interviewing customers using the convenient 
quota sampling method (Appendix 3). 
Qla Out of the 200 customers, 102 (51%) are male (Appendix 24). 
Qlb 112 (56%) of the customers are aged between 18 and 34 while 88 (44%) of 
them are between 35 and 54 (Appendix 25). 
Q2 171 (86%) of the customers have had delivery service for their purchases in 
the past (Appendix 26). 
Q3 Frequency distribution of the type of shops that provide the above delivery 
service is as follows (Appendix 27): 
Electrical appliance shop 89 (52%) 
Fumiture/light fitting shop 46 (27%) 
Computer shop 14 ( 8%) 
Department store 14 ( 8%) 
Others 8 ( 5 % ) 
Q4 Out of the 171 customers, 55 (32%) of them paid for the shop's delivery 
service (Appendix 28). 
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Q5 Out of the 171 customers, 26 (15%) of them discovered damages when the 
goods arrived (Appendix 29). 
Q6 Concerning the performance of the shop's delivery service, the average ratings 
are listed in ascending order as follows (Appendix 30-33): 
(1 - Very satisfied, 4 - Very unsatisfied) 
Speed of delivery 2.37 
Care in goods handling 2.26 
Attitude of delivery staff 2.22 
Amount of service charge 2.18 
Q7 Out of the 200 customers, 86 (43%) of them have come across situations in 
which they prefer the shops to deliver their purchased goods, but these shops 
did not have this kind of service (Appendix 34). 
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Q8 Frequency distribution of the type of shops that do not provide the delivery 
service, when the above customers expected it, is as follows (Appendix 35): 
Electrical appliance shop 33 (38%) 
Fumiture/light fitting shop 30 (35%) 
Department store 11 (13%) 
Computer shop 10 (12%) 
Wearing apparel shop 2 ( 2%) 
Q9 Frequency distribution of the type of transport used by the customers 
(mentioned in Q7) to make their own delivery is as follows (Appendix 36): 
Public transport 56 (66%) 
Private vehicle 16 (18%) 
Rented lorry/van 10 (12%) 
Others 4 ( 5 % ) 
QIO Concerning the expectation for speed of delivery (number of days required to 
deliver the goods once the purchased is made), the average day(s) for different 
types of goods are listed in ascending order as follows (Appendix 37-40): 
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(1 - One day, 5 - Five days or more) 
Grocery 1.11 
Wearing apparel 1.50 
Furniture 2.46 
All other types of goods (except the above 3) 1.79 
Q l l Concerning the preference of arrival time of the delivered goods, the 
frequency distribution is as follows (Appendix 41): 
Morning 12 ( 6%) 
Afternoon 29 (15%) 
Evening 49 (25%) 
Night 110 (55%) 
Q12 Concerning the expectations of an ideal delivery services, the average ratings 
are listed in ascending order as follows (Appendix 42-45): 
(1 - Very important, 4 _ unimportant) 
Care in goods handling 1-32 
Speed of delivery 1.60 
Attitude of delivery staff 1.95 
Amount of service charge 2.30 
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Q13 The frequency distribution of the customers' occupations is as follows 
(Appendix 46): 
Professional 50 (25%) 
Clerical 46 (23%) 
Student 32 (16%) 
Manager 21 (11%) 
Factory worker 19 (10%) 
Others 18 (9%) 
Housewife 10 ( 5%) 
Teacher 4 ( 2 % ) 
Q14 The frequency distribution of living areas of customers is as follows 
(Appendix 47): 
Kowloon 95 (48%) 
New Territories 60 (30%) 
Hong Kong 45 (23%) 
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Q15 The frequency distribution of the monthly income of the customers is as 
follows (Appendix 48): 
Less than $5,000 36 (18%) 
Between $5,000 and $10,000 77 (39%) 
Between $10,001 and $15,000 52 (26%) 
Between $15,001 and $20,000 19 (10%) 
Between $20,001 and $25,000 6 ( 3%) 
Between $25,001 and $30,000 3 ( 2%) 
Larger than $30,000 7 ( 4%) 
II. RESULTS OF CROSS-TABULATIONS 
The findings of the questionnaire survey were also laid out by using the SPSS 
computer program (Appendix 1) to obtain cross-tabulations. 
RETAILERS 
22 pairs of variables were cross tabulated (Appendix 4). Four of them are found to 
have statistical dependency and listed below: 
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1. Delivery Vs Type of shop 
The significance of Pearson Chi-Square is 0.00295, which is less than G.05 
(probability of type I error). Therefore whether the retail shops provide 
delivery service is dependent on their types. 
2. Delivery Vs Average Monthly Sales (in number of transactions) 
The significance of Pearson Chi-Square is 0.00005, which is less than 0.05 
(Probability of type I error). Therefore whether the retail shops provide 
delivery service is dependent on their average monthly sales in number of 
transactions. 
3. Coverage of delivery service provided Vs Type of shop 
The significance of Pearson Chi-Square is 0.02767, which is less than 0.05 
(probability of type I error). Therefore the coverage of delivery service 
provided is dependent on the tvpe of the shops. 
4. Coverage of delivery service provided Vs Average monthly sales (in number 
of transactions) 
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The significance of Pearson Chi-Square is 0.00757，which is less than 0.05 
(probability of type I error). Therefore the coverage of delivery service 
provided is dependent on their average monthly sales in number of 
transactions. 
CUSTOMERS 
Five pairs of variables were cross tabulated (Appendix 5). Three of them are found 
to have statistical dependency and they are as follows: 
1. Amount of service charge (ideal service) Vs Income 
The significance of Pearson Chi-Square is 0.01381, which is less than 0.05 
(probability of type I error). Therefore the amount of service charge that 
customers would prefer is dependent on their monthly income. 
2. Preference of delivery service Vs Living area 
The significance of Pearson Chi-Square is 0.02030 which is less than 0.05 
(probability of type I error). Therefore whether the customers would like the 
.<^hop5； to deliver their purchased goods is dependent on where they live. 
3. Rating on "care in goods handling" of the shop's delivery service Vs Damages 
discovered 
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The significance of Pearson Chi-Square is 0.01025 which is less than 0.05 
(probability of type I error). Therefore whether the customers are satisfied 
with the delivery service provided by the shops is dependent on whether they 
discovered any damages to their goods previously being delivered. 
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CHAPTER 7 
ANALYSIS AND INTERPRETATIONS 
HI : Of the five types of companies we have selected, most of them (over 
» 
15%) provide delivery service using their own internal delivery team. 
( A c c e p t e d ) 
From the findings in Chapter 6, we know that 92% of the companies have delivery 
service for bulky items. 64% of these shops use their own internal delivery team to 
provide the service, the other 37% use outside agents to provide the service. 
Therefore, HI is accepted. 
The fact that 92% of the companies already have delivery service does not mean that 
there is no need for the proposed delivery service. Indeed, it means that since 
delivery service is commonly available among the retailers, it is an important after-
sale service. If the companies do not provide the service, they will not be able to 
catch up with their competitors in the same industry. Therefore, it is not a matter of 
whether the companies should or should not provide the service, it is a matter of 
"survival of the fittest" -- those who lag behind their competitors would be kicked out 
of the industry according to the law of jungle. 
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The cross-tabulation results indicate that the retail shops' monthly sales by number 
of transactions is correlated to whether these shops provide delivery service and the 
coverage of the service: the higher the monthly sales by number of transactions of the 
retail shops, the more possible that they will provide delivery service using their own 
internal delivery team, and the larger the coverage of the service, because the costs 
can be justified by economies of scale. In fact, the findings indicate that 42 % of our 
sample retial shops have average monthly sales of over HK$ 450,000 by dollar 
amount and over 50 by number of transactions. Therefore, it is not surprising to find 
out that 64% of these shops use their own delivery team do provide the service. 
H2 : Most of these retail shops (over 75 %) cannot deliver the goods within 
two days after the sale. ( R e j e c t e d ) 
Only 45 % of the retail shops cannot deliver the goods within two days after the sale, 
therefore H2 is rejected. This means that the speed of delivery is pretty good, 
although it is still below customers' expectation of around one and a half days, which 
will be shown later. 
Besides, the coverage of the delivery service is also quite wide, since only 9% of the 
shops do not deliver to New Territories, most of the shops (70%) deliver goods to 
Hong Kong Island, Kowloon and New Territories. 
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However, only 21 % of the shops deliver the goods to outlying islands. All of them 
only deliver to the ferry pier in Central, and they require the customers to pick up the 
goods at the ferry pier. 
H3 : In general, for the retail shops that do not have their own internal 
delivery team, they are not satisfied with the performance of their 
existing courier agents. ( A c c e p t e d ) 
The retail shops are not satisfied (as evidenced by scores of two or more, on a scale 
of 1 = very satisfied to 4 = very unsatisfied) with their existing courier agents 
regarding the care in goods handling, speed of delivery, attitude of delivery staff and 
ability to deliver oversized items (the above items are arranged in descending order 
where the most dissatisfied item is listed first), but they are satisfied with the service 
charge and the coverage of their courier agents, (the above items are arranged in 
descending order where the most satisfied item is listed first). 
In addition, 52% of the shops' goods were damaged during delivery, in which only 
18% of the shops received compensations from their courier agents. 
Therefore, we can sav that the retail shops are most dissatisfied with the courier 
a^ents^ care in handling the goods to be delivered. 
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H4 ： Over 25% of the customers have come across situations in which the 
shops where they made the purchases did not provide delivery service 
for them. ( A c c e p t e d ) 
Of the 200 customers, 43% of them have come across situations in which they prefer 
the shops to deliver their purchased goods, but the shops did not have this kind of 
service. Therefore, H4 is accepted. 
Among the shops which did not have delivery service, 38% are electrical appliance 
shops. 35% are fumiture/lieht fittine shops, 13% are department stores, 12% are 
computer shops, and 2% are wearing apparel shops. A majority (66%) of customers 
used public transportation to take the goods by themselves. 
The result indicates that although most of the retail shops (92%) claim to provide 
delivery service to their customers, there is still a considerable number of customers 
who did not receive this kind of service when they needed it -- we believe that the 
retail shops do provide delivery service for some oversize items such as refrigerators, 
TV sets, crystal lightings, but they ignore many of the mid-size items such as mini-
stereo system, VCR system, and chairs, which the customers would appreciate much 
if they do deliver them as well. Therefore, a retail shop can ？ain a competitive 
？tHv^nfa^e over its competitors if it can deliver even this kind of mid-size items. 
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Moreover, the higher the income of the customers, the less price sensitive they are 
towards the delivery charge. The further the customers live from the shops, the more 
they prefer their purchase to be delivered. These all show that as long as the shops 
can provide delivery service to whatever items the customers want them to be 
delivered, the shops can charge a higher price on that, especially to those customers 
who have higher income and who live far away from the shops. 
H5 : Most of the customers (over 75%) expect their goods to be delivered 
in 2 days after the purchase. ( A c c e p t e d ) 
In general, the customers expect their goods to be delivered within less than two days 
after the purchase, except for furniture where the customers expect a longer period 
of two and a half days for the delivery to complete. 
The customers expect the grocery they buy in department stores to be delivered in 
one point one days, wearing apparel to be delivered in one and a half days, furniture 
to be delivered in two and a half days, and all other goods to be delivered in one 
point eight days. This shows that a retail shop can gain a competitive edge over its 
competitors if it can deliver the goods in. sav one dav, after the purchase. 
Besides, more than half of the customers (55%) prefer the goods to be delivered to 
their home at night (after 7:00pm). This indicates that the retail shops should be able 
t o provide a flexible delivery service (not confine to the office hour of nine to five) 
in order to better satisfy their customers, needs. 
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H6 ： In general, the customers are not satisfied with the existing delivery 
service provided by the retail shops. ( A c c e p t e d ) 
When asked to rate the performance of the delivery service, the customers are most 
dissatisfied with the speed of delivery, the second most dissatisfied dimension is care 
in good handling, and then attitude of courier and amount of service charge. Of the 
171 customers who have had delivery service for their purchases before, 32% of them 
paid for the service, 15% of them discovered damages when their goods arrived. In 
general, they were dissatisfied with the delivery service, therefore H6 is accepted. 
The above results indicate that retail shops should shorten the delivery time and 
provide better protection for the goods delivered. Note that "speed of delivery", 
"care in goods handling" and "attitude of courier" were ranked higher than "service 
charge", meaning that customers are willing to pay more for better service. 
Also, the cross-tabulation results show that customers, previous unpleasant experience 
of damaged goods during the delivery will affect their satisfaction with the delivery 
service. This means that it takes only once for a retail shop to destroy its image in 
the heart of the customers, which is difficult to change. Therefore, retail shops 
should be very careful in handling the eoods. 
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In addition, the customers also ranked "care in goods handling" as the most important 
attribute for an ideal courier service, with the “speed of delivery" comes second, and 
attitude of courier comes third, the least important attribute is "amount of service 
charge". This again reinforces the above point that "customers are willing to pay 




Our findings show that although most of the retail shops provide delivery service to 
their customers, over half of the customers interviewed have come across situations 
where they wanted the shops to deliver their purchase, but the shops did not provide 
the service to them -- this indicates that there is a lag between customer expectation 
and the service provided bv the retail shops. This 'lag' is the mid-size goods such 
as mini-stereo system, smaller size furniture, clothing, or some computer accessories, 
where the shops would not deliver because the size is 'too small," but then the 
customers prefer them to be delivered because the size is "too big and inconvenient 
for them to carry back to their home". 
Therefore, we highly recommend a courier company to issue an "Express Credit 
Card" to capitalize on the "delivery service lag". The recommended marketing 
program is as follow: 
8.1 Target Market 
There are two major groups of target markets for the "Express Credit Card". One 
is the retail shops: electrical appliance shops and fumiture/light fitting shops, that 
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have average monthly sales of over HK$ 450,000 by dollar amount and over 50 by 
number of transactions. The other group is consumers aged between 18 and 54 with 
monthly income of over HK$ 5,000. 
8.1.1 Retail Shops 
There are totally 3,515^^ electrical appliance and furniture/lighting shops. These 
retail shops have outlets spreading all over Hong Kong Island, Kowloon, and New 
Territories. They may or may not have their own internal delivery team or outside 
courier agents. They might be willing to join this new "Express Credit Card 
Network" if it does not incur any cost to them, and can help them to better serve 
their customers at the same time� 
8.1.2, Consumers 
There are totally 1,378,690 people in the age group of 35 to 54. This group of 
customers is spread over Hong Kong Island, Kowloon, New Territories and even the 
Outlying Islands. They are willing to pay for the delivery service if they can shop 




We want to position the "Express Credit Card" as the most convenient and reliable 
way to get the customers' purchased goods delivered directly to their home, and 
hence saving them a lot of troubles and helping them to really enjoy their shopping 
day. Besides, we also want to position ourselves as "the most friendly and caring 
courier company". 
8.3 Product 
The product is the "Express Credit Card" and the delivery service itself. 
For those retail shops who already have their internal delivery team, this new service 
is a supplement rather than a replacement of the existing delivery team: the new 
courier agent will deliver the smaller goods which are not delivered by their existing 
delivery team: for example, mini-stereo, cassette player, smaller furniture, and 
computer accessories etc. 
To join the "Express Credit Card Network", the retail shops only have to fill out a 
"company membership form", and the courier company will go to the shop and install 
the network. 
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For the consumers, they also have to fill out a "consumer membership form" in order 
to get the "Express Credit Card". After they have got the card, they can present the 
card to the membership shops every time they buy something, sign their names on the 
invoice and have the courier delivered the goods to their home at their specified time. 
The service hour of the courier is from 8:00am to 10:00pm everyday, including 
Sunday and public holidays. 
The whole process from placing the order to completing the delivery can take as short 
as one day, which means the consumers can receive their goods the second day after 
purchase. But of course they can choose to receive the goods after more than 1 day 
after the purchase, what they need to do is just indicate in the invoice when they 
prefer the goods to be delivered and what time. If the courier fails to deliver the 
goods by the promised time, there will be no charge for the service. 
In addition, both the retail shops and consumers can trace the location of the goods 
using the computer network: this increases the security and reliability of the service. 
Moreover, all the items being delivered will be insured, so if the goods are damaged 
during delivery, the retail shops can receive compensation for that. 
8.4 Price 
There will be no charge to the retail shops if they want to join the service network. 
We believe this policy should encourage the retail shops to join the network because 
they have no lost and they do not have to pay for anything. Moreover, each time the 
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consumers use their "Express Credit Card", the retail shops will receive 10% of the 
service charge paid by the consumers. This will motivate them to recommend the 
delivery service to their customers. 
For the consumers, there is no upfront membership fee in applying for the "Express 
Credit Card" - it is free! Everytime they present the card to the membership shops 
requesting for delivery, they will be charged from HK$ 20 to HK$ 100 for each piece 
of item, depending on the weigh and size of the item, and also the destination. They 
will receive a monthly statement showing all the transactions they have made, and 
they are required to settle the bill in four weeks of the statement date. So the 
"Express Credit Card"’s payment method is just like an ordinary credit card. 
8.5 Place 
The coverage of the delivery services virtually includes every comer of Hong Kong 
Island, Kowloon, New Territories and even the Outlying Islands. Many express 
agents do not deliver to outlying islands, some of them only deliver to the ferry pier 
in Central and require the customers to pick up their goods at the pier. Therefore, 
in order to gain a competitive edge over the other express agents, the member of 




The promotional activities will be divided into two phases: the objective of the first 
phase is to arouse the public awareness and stimulate the trail of "Express Credit 
Card". The objective of the second phase is to spin a service web and hook the 
customers to the web. 
8.6.1 Phase 1 
We will use direct mail to inform the retail shops of the new service and encourage 
them to try it. The mailer will carry the introductory message and an application 
form. 
At the same time, to announce the launching of "Express Credit Card", we will run 
a commercial on TV and place advertisements in magazines and newspapers. The 
advertising theme will be "use our，Express Credit Card' and you will be able to get 
whatever you have purchased directly delivered to your home by the most reliable 
courier company and the most friendly couriers in town". To obtain the application 
form, the consumes only need to call the 24 hours hotline and leave their name and 
address, then an application form will be mailed to the consumers within two days. 
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The whole application process will take less than seven days, meaning that the shops 
will have their system installed, and the consumers will have their "Express Credit 
Cards" issued and mailed to them in only seven days! This can enhance the courier 
company's image as an reliable and efficient agent in the mind of both the retail shops 
and the consumers� 
8.6.2 Phase 2 
This phase of the promotion program is aimed at spinning a service web around the 
consumers. We will launch a "bonus ticket package" of HK$200, 500, 1,000 and 
2,000 with discount rate of 5%, 6%, S% and 10% respectively. This means that if 
a consumer buys the HK$200 ticket package, and if his monthly statement is HK$100 
for that month, he only needs to pay for HK$95. Therefore, the more tickets they 
buy, the higher the discount rate they can enjoy. 
In addition, each bonus ticket has a lucky draw number printed on it. The consumers 
will be entitled to enter the lucky draw once for every bonus ticket they buy. So the 
more tickets they buy, the higher their probab^ty of winning the prize. The lucky 
draw will be carried out once a month on a continuous basis, and there will be one 
winner every month. The prize of the lucky draw is one month exemption of paying 
the bill on the winner's "Express Credit Card". 
This promotion program is designed to reinforce consumers' ”loyalty" to the courier 
company once they have purchased the "bonus ticket package". The more tickets 
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they buy, the higher their probability of winning the prize, and the firmer they will 
be stuck to our service web. Once these consumers are attached to the web, they will 
prefer to shop in our membership retail stores in order to enjoy more discount and 
fully utilize the "Express Credit Card". Therefore, the behaviour of the consumers 
will encourage more non-member shops to join the service network. 
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CHAPTER 9 
LIMITATIONS AND FURTHER RESEARCH 
1. Since we used a convenience sampling method to conduct our survey, the data 
are not amenable to all the standard tests probability, usable only with random 
sample. 
2. The response rate of our questionnaires to retail shops is only 18% (36 out of 
200), which is in line with cold mail surveys. With this rate, fatter samples 
could produce more responses in each type. 
3. We suggest that further research should be conducted to find out the best 
operation mode of the new product and customers' perceived reasonable price 
range. This could be done by creating "dummy ads" (perhaps with alternate 
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S U R V E Y ON RETAILER'S USAGE OF DELIVERY SERVICE 
PART A: USAGE OF DELIVERY SERVICE 
1. Does your company provide delivery service for your customers? 
— Y e s (Go to Question 2) 
— N o (Skip to Question 8) 
2. The delivery agent used by your company to provide delivery service is: 
— Y o u r own company 
一 Associates or subsidiaries of your company 
—Others (please specify): 
3. Normally a delivery order will be picked up by your delivery agent: 
—Immediately after sale 
— O n e day after sale 
— T w o days after sale 
— T h r e e days after sale 
— F o u r or more days after sale 
4. Area(s) covered by your delivery agent include(s): (please check all that apply) 
— H o n g Kong Island 
— K o w l o o n 
— N e w Territories 
Outlying islands 
5. Does dainage(s) ever occur to any goods during delivery? 
Yes (Go to Question 6) 
— N o (Skip to Question 7) 
6. Does your coinpany receive any compensation from such clainage(.s)? 
一 Yes (please specify the party which compensates you: ) 
— N o 
7. In general, your ratings toward tJie agent's delivery service are: 
Very satisfied Satisfied Unsatisfied Very unsatisfied 
Speed of delivery 
Amount of service charge 
Care in goods handling 
Attitude of delivery staff 
Ability to deliver oversize item 
Ability to deliver to all areas 
(Skip to Question 9) 
8. What are the three major reasons that your company does not provide delivery service? 
(1 = most important; 2 = second most important; 3 = third most important) 
— S i z e of item is small 
Do not want to incur operation cost 
一 Not too many items need delivery service 
— D o not have the .resources to provide delivery service 
— O t h e r competitors do not provide delivery service 
—Others (please specify): 
PART D: C O M P A N Y DETAILS 
9. Which of the following best ciescrihe.s your company? 
—Wear ing apparel shop 
—Electrical appliance shop 
—Furniture/light fitting shop 
—Computer shop 
—Department store 
10. In which of the following areas is your company located? (please check all that apply) 
— H o n g Kong Island 
— K o w l o o n 
— N e w Territories 
—Outly ing islands 
11. What are your average monthly sales (in dolJars)? 
一 Less than $50,000 
— B e t w e e n $50,000 and $150,000 
— B e t w e e n $150,001 and $250,000 
— B e t w e e n $250,001 and $350,000 
— B e t w e e n $350,001 and $450,000 
一 Larger than $450,000 
12. What your average monthly sales (in number of transactions)? 
— L e s s than 10 
— B e t w e e n 10 and 20 
— B e t w e e n 21 and 30 
— B e t w e e n 3 1 and 40 
— B e t w e e n 41 and 50 
—Larger tlian 50 
13. What are your average montlily sales (in dollars) for those goods that you provided delivery service for? 
— L e s s than $50,000 
一 Between $50,000 and $150,000 
—Between $150,001 and $250,000 
— B e t w e e n $250,001 and $350,000 
_ Between $350,001 and $450,000 
—Larger than $450,000 
14. What your average monthly sales (in number of transactions) for those goods that you provided delivery service 
for? 
一 Less than 10 
— B e t w e e n 10 and 20 
— B e t w e e n 21 and 30 
— B e t w e e n 31 and 40 
— B e t w e e n 41 and 50 
Larger than 50 
PART C (optional) 
Please indicate your name and mailing address if you want us to send you a copy of our results. 
Name (optional): 
Mailing address (optional): 
- E N D OF QUESTIONNAIRE -




























非常滿意 滿意 不滿意 非常不滿意 ’ 
送貨快捷程度 — — _ _ _ — 
送貨所收取之費用 _ _ — — — 
對運送貨物之處理是否小心— — — — 
送貨工人態度 — — — — 
大型貨物運送之能力 _ _ _ _ 











9 . 貴 公 司 是 I I 於 下 列 那 一 類 形 ： . 
__時裝店 
fTTJTr na / \ zzzr 










_ _ $ 5 0 ， G 0 0 以下 
_ $ 5 0 , 0 0 0 $ 1 5 0 , 0 0 0 
_ ‘ _ $ 1 5 0 , 0 0 1 - - $ 2 5 0 , 0 0 0 
_ $ 2 5 0 , 0 0 1 - $ 3 5 0 , 0 0 0 




_ ] ( ) 20宗 
J - 3 0 宗 










1 4 . 貴 公 司 所 提 供 送 貨 服 務 之 貨 品 每 月 平 均 買 S 爲 ： 
—10宗以下 
• —10-20 宗 
— 2 1 - 3 0 宗 









SURVEY ON C U S T O M E R ' S EXPERIENCE WITH DELIVERY SERVICE 
Good day. 
We are 2nd year MBA students at The Chinese University of Hong Kong. Currently we are conducting a research 
project about A Proposed New Service to be Offered by a Courier Company in Hong Kong. We should be most 
grateful if you can help us by answering the following questions. Thank you for your kind assistance! 
la . Sex: b. Age: 
— M a l e — Less than 18 (Thank and terminate the interview) 
一 Female — Between 18 to 34 
— B e t w e e n 35 to 54 
— O v e r than 54 (Thank and terminate the interview) 
PART A: C U S T O M E R ' S EXPERIENCE WITH DELIVERY SERVICE 
2. Have you ever made any purchase(s) that is(are) delivered by the shop(s) as well? 
— Y e s (Go to Question 3) 
— N o (Skip to Question 7) 
3. In what kind of shop(s) do you make that purchase(s)? (multiple answers acceptable) 
— W e a r i n g apparel shops 
一 Electrical appliance shops 
—Fumiture/l ight fitting shops 
—Computer shops 
一 Department stores 
一 Others (please specify): 
4. Besides the price of the goods, do you also have to pay for the shop's delivery service(s)? 
— Y e s 
— N o 
5. Have you ever discovered any damage(s) when the goods arrive? 
— Y e s 
—No 
6. In general, your ratings toward the shop's delivery service are: 
Very satisfied Satisfied Unsatisfied Very unsatisfied 
Speed of delivery 
Amount of service charge 
Care in goods handling 
Attitude of delivery staff 
7 . Whenever you buy something, have you ever come across any situation(s) in which you would like the shop to 
deliver your purchase(s) for you - but it actually does not provide that service? 
— Y e s (Go to Question 8) 
一 No (Skip to Question 10) 
8. In what kind of shop(s) do you make that purchase(s)? (multiple answers acceptable) 
— W e a r i n g apparel shops 
—Electrical appliance shops 
__ Furniture/light fitting shops 
—Computer shops 
一 Department stores 
—Others (please specify): 
9. Without the delivery by the shop(s), do you make your own delivery by using: 
—Publ i c transport 
Private vehicle 
—Rented lorry/van 
—Others (please specify): 
PART B: CUSTOMERS' EXPECTATIONS 
10. Once you make a purcliase, within liow many days would you hope (he delivery to lie made? If your expectation 
differ by type of shops or type of goods please tell us about each one segment: 





Five days or more 
11. During what period of time do you prefer the purchase(s) to arrive at your prescribed destination? 
I 
— M o r n i n g 
— A f t e r n o o n 
— E v e n i n g 
一 Night 
12. What do you expect from an ideal delivery service? 
Very important Important Barely important Unimportant 
Speed of delivery 
Amount of service charge 
Care in goods handling 
Attitude of delivery staff 
PART C: PERSONAL DETAILS 
13. Occupation: 
—Cler ica l 
—Profess ional 
— F a c t o r y worker or similar 
— M a n a g e r 
— T e a c h e r 
—Student 
— H o u s e w i f e 
—Ret ired 
— O t h e r s (please specify): 
14. Area living in: 
— H o n g Kong Island 
— K o w l o o n 
— N e w Territories 
—Out ly ing islands 
15. Income: 
_ Less than $5,000 
— B e t w e e n $5,000 and $10,000 
— B e t w e e n $10,001 and $15,000 
— B e t w e e n $15,001 and $20,000 
_ Between $20,001 and $25,000 
— B e t w e e n $25,001 and $30,000 
_ Larger than $30,000 
- END OF QUESTIONNAIRE -
送 n 肥 務 川 办 
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fR'ii? 小 111 要 
送 n 快 U i f i 度 ——- — " " -
送it所收収之浏“ 
對巡送it物之處观足Ai^小心 ——— 
送 f i 二人態度 — ^ 
：部份：個人 
1 3 . ” 驟 ： 
— I . 文 i i 
_ _ _ 2.办菜人丨： 
_ _ 3.工廠丨：人 
_ _ _ 4. m m x m m ' i 
— 5 . 籼 丨 丨 
一 G. 
— _ 7.家鹿h仏 I ! 
— 8 . 退 沐 人 丄 ： 
一 9. J i m ( 請 明 ） ： 
1.4. Mm丨地區： 
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2. $5 ,000 $10 ,000 
3. $10 ,001 $15 ,000 • 
4. $15 ,001 $20 ,000 
5. $ 2 0 , 0 0 1 $ 2 5 , 0 0 0 
G. $ 2 5 , 0 0 1 $ 3 0 , 0 0 0 
7 . $ 3 0 ， 0 0 0 以 丄 
〈 I丨丨m完〉 
多湖介作！ 
Appendix 1 Data Files for SPSS Computer Programme Operations 
R e t a i l e r Data F i l e : 
01 1 1 2 1 1 1 0 1 0 2 1 2 2 3 1 5 1 0 0 0 6 6 6 6 
02 1 1 3 1 1 1 0 1 0 1 2 1 1 1 1 5 0 1 0 0 6 6 6 6 
03 1 3 5 1 1 1 0 1 0 3 2 2 2 2 2 5 1 1 1 0 6 6 6 6 
04 1 1 5 1 1 1 1 1 1 2 2 2 2 2 2 5 1 0 0 0 6 6 6 6 
05 1 3 5 1 1 1 0 1 0 3 3 3 3 2 2 5 0 0 1 0 5 6 4 4 
06 1 1 4 1 1 1 0 0 2 2 2 2 2 2 4 1 1 0 0 6 6 6 6 
07 1 3 1 1 1 1 1 0 2 2 2 2 2 2 4 0 1 0 0 3 4 3 4 
08 1 3 2 1 1 1 0 0 2 2 2 2 2 2 4 0 1 0 0 3 2 3 2 
09 1 1 5 1 1 1 0 0 2 2 2 2 3 2 4 0 0 1 0 3 2 2 1 
10 1 3 1 1 1 1 1 0 2 2 2 2 2 2 4 0 1 0 0 6 6 6 6 
1 1 1 3 3 1 1 1 0 0 2 2 2 2 2 2 4 0 1 0 0 3 2 3 1 
12 1 1 3 1 1 0 0 0 2 2 2 2 2 2 4 1 0 0 0 1 1 1 1 
13 1 1 3 1 1 1 0 0 1 1 1 1 1 1 4 0 1 0 0 6 6 6 6 
14 1 1 4 1 1 1 0 0 2 2 2 2 2 2 4 0 0 1 0 1 1 1 1 
15 1 3 5 1 1 1 0 1 1 2 2 2 2 3 2 4 0 1 0 0 5 6 5 6 
16 1 1 4 1 1 1 0 1 0 2 2 2 2 1 1 3 0 0 1 0 3 6 2 5 
17 1 1 2 1 1 1 0 1 0 3 2 3 2 2 2 3 0 0 1 0 6 6 6 6 
18 1 3 2 1 1 1 0 1 0 2 2 2 3 2 2 3 0 1 0 0 6 6 6 6 
19 1 1 4 1 1 1 0 0 3 2 3 3 2 2 3 1 0 0 0 6 6 6 6 
20 1 1 2 1 1 1 0 1 0 3 2 3 2 2 2 3 0 0 1 0 6 4 6 4 
21 1 1 1 1 1 1 1 1 0 2 3 3 2 3 3 3 1 0 0 0 5 5 4 3 
22 1 3 4 1 1 1 1 1 0 2 2 2 2 2 2 3 0 0 1 0 2 4 1 2 
23 1 1 5 1 1 1 1 1 1 3 2 2 2 2 2 3 0 1 0 0 6 5 5 4 
24 1 1 5 1 1 1 0 0 2 2 2 2 2 2 4 0 1 0 0 2 2 2 2 
25 0 0 1 1 1 0 0 2 1 0 0 0 6 3 
26 1 1 2 1 1 1 1 1 0 2 1 2 2 2 1 5 1 0 0 0 6 6 6 6 
27 1 1 1 1 1 0 0 0 1 1 2 1 1 1 1 0 1 0 0 6 6 1 2 
28 0 1 0 1 0 1 0 1 0 1 0 0 5 5 
29 0 1 0 1 0 1 0 1 1 0 0 0 4 3 
30 1 3 3 1 1 1 0 0 2 2 2 2 2 2 2 1 0 0 0 5 4 1 1 
31 1 1 2 1 1 1 0 1 0 2 2 2 2 2 2 2 0 1 0 0 6 6 6 6 
32 1 3 4 1 1 1 0 0 2 2 2 2 2 2 2 0 1 0 0 1 2 1 2 
33 1 1 2 1 1 1 0 1 0 2 1 2 2 2 2 2 1 1 1 0 6 6 6 6 
34 1 1 3 1 1 1 0 1 0 2 2 3 3 2 2 2 1 0 0 0 4 2 4 2 
35 1 3 4 1 1 1 0 0 1 1 1 2 2 3 2 0 1 0 0 5 6 4 5 
36 1 1 4 0 0 0 1 0 1 1 2 2 3 3 3 0 0 0 1 2 1 2 1 
Customer Data File: 
001 1 1 1 2 0 0 2 2 3 2 1 4 1 1 2 1 3 1 2 3 2 2 
002 1 1 1 4 0 0 3 1 2 2 0 2 1 4 1 2 1 2 6 1 1 
003 1 1 0 0 1 3 1 2 1 2 1 1 3 
004 1 1 1 2 1 0 3 2 2 3 0 2 1 4 2 1 1 3 1 1 2 
005 1 1 1 2 1 0 2 3 2 3 1 3 2 2 1 3 1 1 1 1 2 2 4 
006 1 1 0 0 1 4 1 4 1 2 1 3 3 
007 1 1 0 0 2 1 3 2 2 2 4 6 1 1 
008 1 1 0 0 2 4 2 3 1 2 2 2 7 
009 1 1 0 0 1 4 2 4 1 4 4 3 4 
010 1 1 1 2 0 0 2 3 3 2 0 1 4 1 3 2 3 1 2 2 
011 1 1 1 5 0 0 2 2 2 2 0 1 2 4 1 3 1 4 3 2 2 
012 1 1 1 2 0 0 3 3 2 2 1 3 1 2 3 2 2 1 2 2 3 3 
013 1 1 1 4 1 0 2 2 3 2 0 1 4 1 4 1 2 2 3 2 
014 1 1 1 2 1 0 3 2 2 2 1 3 1 1 2 4 3 3 1 1 2 2 4 
015 1 1 1 2 0 0 2 2 2 2 0 2 4 3 2 2 2 4 3 5 
016 1 1 1 4 0 0 3 1 2 2 0 2 1 4 1 2 1 2 6 1 1 
017 1 1 1 2 0 0 2 2 3 2 1 4 1 1 2 1 3 1 2 3 2 2 
018 1 1 1 2 1 0 3 2 2 3 0 2 1 4 2 1 1 3 1 1 2 
019 1 1 1 4 1 0 2 2 3 2 0 1 4 1 4 1 2 2 3 2 
020 1 1 1 4 1 0 2 2 2 2 1 3 1 1 2 4 3 3 1 1 2 2 4 
021 1 1 1 2 0 0 2 2 3 2 1 4 1 1 2 1 3 1 2 3 2 2 
022 1 1 1 2 0 0 3 3 2 2 1 3 1 2 3 2 2 1 2 2 3 3 
023 1 1 1 4 0 0 3 1 2 2 0 2 1 4 1 2 1 2 6 1 1 
024 1 1 1 2 0 0 3 3 2 2 1 3 1 2 3 2 2 1 7 2 3 3 
025 1 1 1 2 1 0 2 3 2 3 1 3 2 2 1 3 1 1 1 1 2 2 4 
026 1 1 1 4 1 0 2 2 3 2 0 1 4 1 4 1 2 2 3 2 
027 1 1 1 2 0 0 2 2 2 2 0 2 4 3 2 2 2 4 3 5 
028 1 1 1 4 0 0 3 1 2 2 0 2 1 4 1 2 1 2 6 1 1 
029 2 1 1 2 0 0 2 2 2 2 1 3 3 1 4 2 4 2 2 3 3 1 
030 2 1 1 4 0 1 3 2 2 2 0 2 4 2 2 1 3 6 3 1 
031 2 1 1 2 0 0 2 2 3 2 0 1 3 1 4 1 3 6 3 1 
032 2 1 1 5 0 0 2 2 2 2 0 2 4 2 2 3 2 1 1 2 
033 2 1 1 4 0 0 2 1 2 2 0 2 3 2 2 1 2 2 3 3 
034 2 1 1 5 0 0 2 2 2 2 0 2 4 1 1 1 2 4 3 3 
035 2 1 1 2 0 0 3 2 2 3 1 5 1 2 1 3 1 1 1 2 1 2 2 
036 2 1 1 3 1 1 2 2 3 2 1 3 1 1 4 1 3 2 2 1 2 2 
037 2 1 1 4 0 0 1 1 2 2 1 5 1 1 4 1 2 1 1 1 2 2 
038 2 1 1 3 0 0 2 2 2 2 0 2 3 1 1 1 1 1 1 2 
039 2 1 1 3 0 1 3 2 3 2 1 5 1 2 4 1 2 1 2 1 3 2 
040 2 1 1 3 0 1 3 3 3 3 1 2 3 1 4 1 1 1 2 1 3 3 
041 2 1 1 4 0 0 2 2 2 2 0 1 2 4 1 2 1 2 6 1 2 
042 2 1 1 3 1 0 3 2 3 2 1 3 1 1 4 1 2 1 2 6 2 1 
043 2 1 0 1 4 1 2 1 3 2 1 1 2 6 2 1 
044 2 1 0 0 1 4 2 2 1 1 6 1 1 
045 2 1 1 3 0 0 2 2 2 2 1 2 1 1 2 3 1 2 2 2 6 3 1 
046 2 1 1 5 0 0 2 1 2 2 0 2 4 1 1 2 4 2 1 3 
047 2 1 1 2 0 0 2 2 2 3 0 2 4 2 1 2 3 6 1 1 
048 2 1 0 0 2 3 1 3 2 2 6 2 1 
049 2 1 1 3 0 0 2 2 2 2 0 1 2 3 2 2 1 2 4 2 2 
050 2 1 1 2 0 0 2 2 2 2 0 2 1 2 2 1 2 6 2 3 
051 2 1 1 3 1 0 2 3 2 2 0 2 4 1 1 1 1 J 
052 2 1 1 2 0 0 2 2 2 2 0 2 4 1 3 1 2 4 2 3 
053 2 1 1 2 0 1 3 4 3 3 1 2 1 2 1 ^ 2 1 1 3 1 1 2 
054 2 1 1 3 0 0 2 3 2 3 0 1 3 3 3 2 2 1 2 2 
055 2 1 1 2 0 0 2 2 2 2 1 3 1 1 4 2 2 1 2 1 3 $ 
056 2 1 1 2 0 0 2 2 2 2 1 2 1 2 ^ J ； ] 2 1 2 
057 1 2 1 2 1 0 3 2 2 2 0 2 2 4 1 2 2 1 3 
058 1 2 1 2 0 0 2 2 2 2 0 2 〒 ？ 。 署 • • 
059 1 2 1 2 0 0 3 4 2 2 1 2 1 1 ^ ！ ^ ^ 2 
060 1 2 1 2 1 0 2 2 2 2 1 2 3 1 ^ ^ ^ ^ 2 
061 1 2 1 2 0 1 3 3 3 3 0 2 ^ 2 ! ^ ^ 2 
062 1 2 1 2 0 0 2 3 2 2 1 2 1 2 3 2 2 1 4 3 3 
063 1 2 1 2 1 0 3 2 2 2 0 2 ^ W . 1 Z 2 1 3 
064 1 2 1 2 0 0 2 2 2 2 0 2 3 ^ 2 2 3 3 
065 1 2 1 2 0 0 2 3 3 4 1 2 ! 1 • 重 
066 1 2 1 2 0 0 3 3 2 2 1 2 1 1 ^ ^ ^ 2 
067 1 2 1 2 。 1 3 3 3 3 Q 2 
068 W 1 2 1 0 3 2 2 2 0 ， 2 ^ 2 2 1 3 
069 1 2 1 2 0 0 2 2 3 2 1 2 H •鑑 
070 1 2 1 " 0 2 3 3 2 1 r ^ ^ ^ 2 
071 1 2 1 2 0 0 3 2 2 丨丨 2 1 � 厂 2 ？曼 
072 1 2 1 2 1 0 3 2 2 2 0 2 � � 置 
073 1 2 1 2 1 0 2 2 2 2 0 2 ] ] ] l p ？ 
074 1 2 1 2 0 0 2 3 2 2 1 2 1 ‘ 1 1 ^ 2 1 3 
075 1 2 1 2 1 0 3 2 2 2 0 1 2 1 4 1 2 2 1 3 
076 1 2 1 2 1 0 3 3 3 3 0 1 3 1 3 2 1 2 3 3 
077 1 2 1 2 0 0 3 3 3 3 0 2 1 3 1 3 2 1 2 3 3 
078 1 2 1 2 0 0 4 3 4 3 0 1 3 1 3 2 1 2 3 3 
079 1 2 1 2 0 0 4 3 4 4 0 2 1 3 1 3 2 1 2 3 3 
080 2 2 1 2 0 0 2 3 2 2 0 1 3 1 4 2 2 3 3 1 
081 2 2 1 2 0 0 3 3 3 3 1 3 1 1 3 1 4 1 3 1 2 1 
082 2 2 1 3 0 1 3 3 2 2 1 3 2 2 1 2 2 3 3 7 3 2 
083 2 2 1 2 0 0 2 3 2 2 0 2 2 2 2 1 2 1 2 2 
08A 2 2 1 5 0 0 2 2 2 2 0 2 3 1 1 1 1 1 1 2 
085 2 2 1 2 1 0 3 3 3 2 0 1 2 2 2 1 3 7 2 2 
086 2 2 0 1 3 2 1 4 1 3 1 3 4 3 6 
087 2 2 1 3 0 0 2 2 2 2 1 3 2 2 4 1 1 1 2 4 3 4 
088 2 2 1 2 0 0 2 2 2 2 1 2 3 2 4 2 2 2 2 1 2 1 
089 2 2 1 2 1 0 2 2 2 3 1 2 1 2 3 1 1 1 3 4 3 2 
090 2 2 1 2 0 0 3 2 2 2 0 2 4 2 2 2 2 1 2 2 
091 2 2 1 3 0 0 2 2 2 2 0 1 4 2 4 1 2 1 3 3 
092 2 2 1 3 0 0 2 2 2 2 1 3 1 1 4 1 1 1 2 1 2 4 
093 2 2 1 5 0 0 2 2 2 2 1 5 2 1 4 1 1 1 2 2 3 3 
094 2 2 1 3 0 1 3 2 2 3 0 2 4 1 1 1 1 1 3 2 
095 2 2 1 3 1 0 2 2 2 2 0 2 1 4 2 2 1 2 1 2 2 
096 2 2 0 1 3 2 1 4 1 3 1 3 4 3 6 
097 2 2 1 2 1 0 3 3 3 2 0 1 2 2 2 1 3 7 2 2 
098 2 2 1 2 0 0 2 3 2 2 0 2 2 2 2 1 2 1 2 2 
099 2 2 1 2 1 0 3 3 3 2 0 1 2 2 2 1 3 7 2 2 
100 2 2 1 3 0 0 2 2 2 2 1 3 2 2 4 1 1 1 2 4 3 4 
101 1 1 1 2 0 0 2 2 2 3 1 5 2 2 4 2 1 1 2 9 3 4 
102 1 1 1 3 1 0 2 2 3 3 0 3 4 1 4 2 1 1 2 6 2 2 
103 2 1 0 0 1 4 2 2 1 1 2 3 3 
104 2 1 1 2 1 0 3 2 2 2 1 2 1 2 3 4 1 1 1 2 2 1 4 
105 2 1 1 3 1 0 2 2 3 3 0 2 3 3 2 2 1 2 5 2 2 
106 2 1 1 5 0 0 2 1 1 1 0 2 4 2 1 1 2 9 2 2 
107 2 1 1 5 1 0 3 1 1 1 0 3 1 1 1 1 2 1 2 2 
108 1 1 1 3 0 1 2 2 3 2 1 3 3 1 1 1 1 1 1 5 2 3 
109 1 1 1 2 0 0 3 2 2 2 0 4 4 2 2 2 2 1 3 2 
110 1 1 1 2 1 0 2 2 2 2 0 3 3 1 2 1 3 6 2 1 
1 1 1 2 1 1 3 1 0 2 2 2 2 0 2 1 3 2 4 3 3 6 2 1 
112 1 1 1 3 1 0 2 2 2 3 0 2 4 2 2 2 2 9 1 3 
113 1 1 1 3 1 1 3 2 2 3 1 4 1 1 3 2 2 2 1 2 2 3 
114 2 1 1 2 0 0 2 1 2 1 1 3 4 2 4 2 3 1 1 6 2 1 
115 2 2 1 3 0 0 2 2 2 2 0 1 3 4 2 2 2 2 1 1 2 
116 1 2 0 0 1 4 1 2 1 1 7 3 1 
117 2 2 0 1 3 1 2 4 2 1 2 1 1 2 2 
118 1 2 1 2 0 0 2 2 2 2 0 1 4 2 3 1 2 4 3 7 
119 1 2 1 2 1 1 3 4 2 2 1 2 3 3 1 4 2 2 1 2 9 3 2 
120 1 2 1 3 1 0 3 2 3 3 0 1 3 2 4 2 2 1 2 2 
121 1 2 1 2 0 0 2 2 2 2 1 3 2 1 4 1 4 1 1 1 2 2 
122 1 2 1 3 0 0 2 2 2 2 1 3 2 2 4 2 1 2 1 2 3 7 
123 1 1 0 1 4 4 1 3 2 2 2 1 6 2 1 
124 2 1 1 5 0 0 3 2 2 3 1 5 2 1 2 1 4 1 1 6 3 1 
125 2 2 1 3 1 0 2 2 2 2 0 2 3 4 2 2 2 2 2 1 3 
126 1 1 1 3 1 0 2 2 2 2 0 2 3 2 2 1 2 1 3 2 
127 2 2 0 0 2 2 2 2 2 2 7 3 1 
128 1 1 0 0 1 3 4 1 3 1 2 1 2 4 
129 2 2 0 1 2 1 1 3 2 2 1 2 9 1 3 
130 2 1 1 6 0 0 2 2 2 2 1 2 4 1 3 2 1 2 1 1 9 3 3 
131 1 1 0 0 1 4 2 2 2 2 1 2 2 
132 2 2 1 6 0 0 3 2 2 1 0 1 4 2 2 4 1 2 2 3 2 
133 1 1 1 2 0 1 2 2 2 2 1 2 3 2 3 3 2 3 2 2 9 2 2 
134 2 1 1 2 0 0 2 2 2 3 0 2 4 2 2 2 2 1 1 $ 
135 1 2 1 2 0 0 2 2 2 2 0 2 1 2 4 1 2 2 2 7 
36 1 0 0 1 2 1 2 1 1 2 6 2 1 
137 2 1 0 0 5 “ 4 2 2 9 2 2 
138 1 1 1 3 0 1 3 2 3 3 1 5 1 2 J ^ ^ 1 2 6 2 1 
139 2 1 1 2 0 0 3 3 2 2 0 “ 2 4 3 2 1 3 9 2 4 
140 1 2 1 2 1 0 3 2 3 3 1 2 1 1 ； ^ ^ 1 3 1 2 3 
141 2 1 0 0 1 t i ？ p I ^ ？ 
142 2 1 1 3 1 0 2 2 2 2 1 3 1 1 ^ 2 2 1 2 6 3 1 
143 1 1 1 2 0 0 2 2 2 2 0 2 2 2 2 2 2 4 2 3 
144 2 1 1 2 0 0 3 3 4 4 1 2 1 ？ 2 2 2 3 6 2 
145 1 1 0 0 1 2 2 2 2 2 6 3 1 
146 1 2 1 2 1 1 3 3 3 1 1 3 3 2 ^ 2 2 1 1 9 3 3 
i / 7 i i f i 0 2 3 3 4 3 2 4 2 3 
III I 0 0 1 4 2 1 1 2 9 2 2 
^49 2 1 ? 6 0 1 2 2 2 2 0 1 4 3 2 2 2 3 7 3 1 
150 2 2 1 6 0 1 2 2 2 2 0 1 J ^ 2 2 4 9 3 5 
151 1 1 1 2 0 0 2 2 2 2 0 2 5 2 3 2 3 6 2 2 
152 1 2 1 2 0 0 2 2 2 2 0 2 2 3 3 1 1 2 2 二 
153 1 1 0 0 1 3 1 2 1 2 3 1 6 
154 1 1 1 3 0 0 2 2 2 2 0 3 5 3 2 3 1 2 6 1 2 
155 1 1 1 3 0 0 2 2 2 2 0 5 1 3 2 1 3 2 1 7 
156 2 2 0 1 2 1 3 3 2 2 2 2 7 1 1 
157 2 1 1 2 0 0 2 2 2 2 0 1 3 2 4 1 2 9 1 3 
158 1 1 1 2 1 0 2 2 2 2 0 2 3 2 2 2 2 6 3 1 
159 1 2 1 2 1 0 3 3 2 2 1 2 1 2 1 4 3 4 1 2 2 2 2 
160 2 1 1 5 0 0 2 1 2 2 1 5 2 2 4 2 2 1 2 2 1 2 
161 1 2 1 6 0 0 2 2 2 2 1 3 4 1 2 2 2 2 2 1 1 3 
162 1 1 1 2 0 0 3 2 2 2 0 1 4 1 2 2 3 2 2 4 
163 1 2 1 6 0 0 3 2 2 2 0 1 2 2 2 2 2 1 1 3 
164 1 1 1 3 0 0 3 2 2 2 0 1 2 3 2 2 1 2 1 2 2 
165 2 1 1 2 1 1 2 3 2 4 1 2 1 1 4 1 3 1 2 9 1 3 
166 1 1 1 3 0 0 3 2 2 3 1 2 1 3 4 1 1 1 2 5 2 7 
167 2 2 1 3 0 0 2 2 2 2 1 2 1 1 3 1 4 2 2 2 2 3 
168 2 2 1 5 0 1 2 2 3 3 1 2 1 1 2 2 4 1 2 7 2 1 
169 2 2 1 3 0 0 2 2 2 2 1 5 1 2 3 2 2 3 3 9 2 2 
170 1 1 1 2 1 0 3 3 3 4 1 2 3 2 4 1 2 1 2 2 1 2 
171 1 2 1 3 0 0 2 2 3 2 1 2 1 1 4 1 3 1 2 4 2 3 
172 2 1 1 3 0 0 2 2 2 2 0 2 4 2 4 1 3 1 3 2 
173 1 2 1 3 0 0 2 2 3 2 0 1 4 2 2 1 2 6 2 1 
174 1 2 1 6 1 0 2 2 2 2 0 1 4 1 3 1 2 2 2 3 
175 1 1 1 2 0 0 2 2 2 2 1 4 1 2 3 4 2 4 1 2 2 2 3 
176 1 2 1 3 0 0 2 2 2 2 1 3 2 1 2 2 4 1 2 9 1 2 
177 1 1 1 2 0 0 2 2 2 2 1 4 2 3 4 2 1 2 2 9 2 3 
178 2 1 1 2 0 0 1 1 1 1 0 2 4 1 2 1 1 2 1 3 
179 2 1 0 0 2 4 2 2 1 2 9 3 5 
180 2 1 1 2 1 0 2 2 3 2 1 1 1 1 3 1 3 1 1 1 3 2 
181 2 2 1 5 1 1 3 3 2 2 0 2 1 4 2 4 1 2 2 2 4 
182 2 2 1 3 0 0 3 2 2 2 1 3 1 5 4 1 2 2 2 1 2 3 
183 1 2 1 5 1 1 3 3 3 2 0 5 4 2 3 1 1 4 2 5 
184 2 2 1 4 0 0 2 2 2 2 1 4 3 5 2 3 1 2 2 2 4 2 4 
185 2 1 1 2 0 1 2 2 2 2 1 5 1 5 4 2 2 2 2 7 1 7 
186 2 1 1 2 0 0 2 2 2 2 1 2 1 5 2 2 4 2 2 4 3 3 
187 2 2 1 3 0 0 2 3 1 2 0 3 2 2 2 3 1 1 2 3 3 
188 2 2 1 2 1 0 2 2 3 3 1 1 1 1 4 2 3 1 2 2 2 2 
189 2 1 1 3 1 0 3 2 2 2 1 5 1 4 2 1 3 1 3 6 2 1 
190 2 2 1 4 1 1 2 2 2 2 1 2 1 2 4 1 2 1 2 2 2 3 
191 2 1 1 3 1 1 3 2 3 2 0 5 4 1 2 1 1 1 2 3 
192 1 2 0 0 2 4 2 3 1 1 4 3 4 
193 1 2 0 1 4 1 1 4 2 3 1 2 2 2 4 
194 1 2 1 6 0 0 2 1 2 3 0 2 1 4 2 3 1 2 2 2 4 
195 1 2 1 3 1 0 3 2 2 2 1 3 2 1 4 1 2 1 2 2 1 4 
196 2 1 1 3 1 0 2 3 2 2 1 3 1 1 2 1 1 1 1 6 2 1 
197 2 2 1 2 0 0 4 2 3 2 0 1 1 1 1 2 1 3 2 2 
198 2 2 1 5 0 1 2 2 2 3 0 3 2 4 2 2 3 3 2 2 5 
199 2 2 1 3 0 1 2 2 3 3 1 2 1 3 3 2 3 1 2 5 2 2 
200 2 2 1 2 1 0 2 2 3 3 0 5 4 3 2 1 2 4 1 3 
Appendix 2 
Frequency Tables for Questions in the Retailer 
, Questionnaire 
Q1 Does your company provide delivery service fo「 your customers? 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
No 0 3 8.3 8.3 8.3 
Yes 1 33 91.7 91.7 100.0 
Total 36 100.0 100.0 
Mean .917 Median 1.000 Std dev .280 
Minimum .000 Maximum 1.000 
Valid cases 36 Missing cases 0 
Q2 The delivery agent used by your company to provide delivery service is: 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Your own company 1 21 58.3 63.6 63.6 
Others 3 12 33.3 36.4 100.0 
. 3 8.3 Missing 
Total 36 100.0 100.0 
Mean 1.727 Median 1.000 Std dev .977 
Minimum 1.000 Maximum 3.000 
Valid cases 33 Missing cases 3 
Q3 Normally a delivery order wi11 be picked up by your delivery agent: 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Immediately after sale 1 4 11.1 12.1 12.1 
One day after sale 2 8 22.2 24.2 36.4 
Two days after sale 3 6 16.7 18.2 54.5 
Three days after sale 4 8 22.2 24.2 78.8 
Four or more days after sale 5 7 19.4 21.2 100.0 
. 3 8.3 Missing 
Total 36 100.0 100.0 
Mean 3.182 Median 3.000 Std dev 1.357 
Minimum 1.000 Maximum 5.000 
Valid cases 33 Missing cases 3 
Q4 Number of area(s) covered by your delivery agent incLude(s): 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
One area 1.00 1 2.8 3.0 3.0 
Two areas 2.00 2 5.6 6.1 9.1 
Three areas 3.00 23 63.9 69.7 78.8 
Four areas 4.00 7 19.4 21.2 100.0 
• 3 8.3 Missing 
Total 36 100.0 100.0 
Mean 3.091 Median 3.000 Std dev -631 
Minimum 1.000 Maximum 4.000 -
Valid cases 33 Missing cases 3 
Q5 Do damages ever occur to any goods during deLWery? 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
No 0 16 44.4 48.5 48.5 
Yes 1 17 47.2 51.5 100.0 
. 3 8.3 Missing 
Total 36 100.0 100.0 
Mean .515 Median 1.000 Std dev .508 
Minimum .000 Maximum 1.000 
Valid cases 33 Missing cases 3 
Q6 Does you「 company 「eceive any compensation from such damages? 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
No 0 14 38.9 82.4 82.4 
Yes 1 3 8.3 17.6 100.0 
. 19 52.8 Missing 
Total 36 100.0 100.0 
Mean .176 Median .000 Std dev .393 
Minimum .000 Maximum 1.000 
Valid cases 17 Missing cases 19 
Q7a Ratings toward the agent's "Speed of delivery": 
Valid Cum 
Value Label Value Frequency Perccnt Porccnt fei'cciit 
Very satisfied 1 5 13.9 15.2 ”;.2 
Satisfied 2 22 61.1 66.7 81.8 
Unsatisfied 3 6 16.7 18.2 100.0 
• 3 8.3 Missing 
Total 36 100.0 100.0 
Mean 2.030 Median 2.000 Std dev .585 
Minimum 1.000 Maximum 3.000 
Valid cases 33 Missing cases 3 
Q7b Ratings toward the agent's "Amount of service charge": 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Very satisfied 1 7 19.4 21.2 21.2 
Satisfied 2 24 66.7 72.7 93.9 
Unsatisfied 3 2 5.6 6.1 100.0 
. 3 8.3 Missing 
Total 36 100.0 100.0 
Mean 1.848 Median 2.000 Std dev .508 
Minimum 1.000 Maximum 3.000 
Valid cases 33 Missing cases 3 
Q7c Ratings toward the agent's "Care in goods handling": 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Very satisfied 1 3 8.3 9.1 9.1 
Satisfied 2 24 66.7 72.7 81.8 
Unsatisfied 3 6 16.7 18.2 100.0 
。 3 8.3 Missing 
Total 36 100.0 100.0 
Mean 2.091“ Median 2.000 Std dev .522 
Minimum 1.000 Maximum 3.000 
Valid cases 33 Missing cases 3 
Q7d Ratings toward the agent's "Attitude of delivery staff": 
Va11d Cum 
Value Label Value Frequency Percent Percent Percent 
Very satisfied 1 3 8.3 9.1 9.1 
Satisfied 2 26 72.2 78.8 87.9 
Unsatisfied 3 4 11.1 12.1 100.0 
. 3 8.3 Missing 
Total 36 100.0 100.0 
Mean 2.030 Median 2.000 Std dev .467 
Minimum 1.000 Maximum 3.000 
Valid cases 33 Missing cases 3 
Q7e Ratings toward the agent's "AbiIi ty to deliver oversized i tern": 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Very satisfied 1 4 11,1 12.1 12.1 
Satisfied 2 24 66.7 72.7 84.8 
Unsatisfied 3 5 13,9 15.2 100.0 
. 3 8.3 Missing 
Total 36 100.0 100.0 
Mean 2.030 Median 2.000 Std dev .529 
Minimum 1.000 Maximum 3.000 
Valid cases 33 Missing cases 3 
Q7f Ratings toward the agent's "AbUity to deliver to at I areas": 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Very satisfied 1 6 16.7 18.2 18.2 
Satisfied 2 24 66.7 72.7 90.9 
Unsatisfied 3 3 8.3 9.1 100.0 
• 3 8.3 Missing 
Total 36 100.0 100.0 
Mean 1.909 Median 2.000 Std dev .522 
Minimum 1.000 Maximum 3.000 
Valid cases 33 Missing cases 3 
Q8a Reason for not providing, delivery service:"Size of item is too small": 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
No 0 1 2.8 33.3 33.3 
Yes 1 2 5.6 66.7 100.0 
• 33 91.7 Missing 
Total 36 100.0 100.0 
Mean .667 Median 1.000 Std dev .577 
Minimum .000 Maximum 1.000 
Valid cases 3 Missing cases 33 
Q8b Reason for not providing delivery service:"Do not want to incur operation cost": 
Vali d Cum 
Value Label Value Frequency Percent Percent Percent 
No 0 2 5.6 66.7 66.7 
Yes 1 1 2.8 33.3 100.0 
。 33 91.7 Missing 
Total 36 100.0 100.0 
Mean .333 Median .000 Std dev .577 
Minimum .000 Maximum 1.000 
Valid cases 3 Missing cases 33 
Q8c Reason for not providing delivery service:"Not too many i terns need delivery service": 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Yes 1 3 8.3 100.0 100.0 
- 33 91.7 Missing 
Total 36 100.0 100.0 
Mean 1.000 Median 1.000 Std dev .000 
Mini mum 1.000 Maximum 1.000 
Valid cases 3 Missing cases 33 
Q8d Reason for not providing delivery service:"Do not have the resources to provide delivery 
service": 
Va Li d Cum 
Value Label Value Frequency Percent Percent Percent 
No 0 2 5.6 66.7 66.7 
Yes 1 1 2.8 33.3 100.0 
. 33 91.7 Missing 
Total 36 100.0 100.0 
Mean .333 Median .000 Std dev .577 
Minimum .000 Maximum 1.000 
Valid cases 3 Missing cases 33 
Q8e Reason for, not providing delivery service:"Other competitors do not provide delivery 
service"： 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
No 0 1 2.8 33.3 33.3 
Yes 1 2 5.6 66.7 100.0 
. 33 91.7 Missing 
Total 36 100.0 100.0 
Mean .667 Median 1.000 Std dev .577 
Minimum .000 Maximum 1.000 
Valid cases 3 Missing cases 33 
Q8f Reason for not providing delivery service:"Other reasons"： 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
No 0 3 8.3 100.0 100.0 
. 33 91.7 Missing 
Total 36 100.0 100.0 
Mean .000 Median .000 Std dev .000 
Minimum .000 Maximum .000 
Valid cases 3 Missing cases 33 
Q9 Which of the following best decribes your company? 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Wearing apparel shop 1 3 8.3 8.3 8.3 
Electrical appliance shop 2 7 19.4 19.4 27.8 
Furniture/light fitting shop 3 9 25.0 25.0 52.8 
Computer shop 4 11 30.6 30.6 83.3 
Department store 5 6 16.7 16.7 100.0 
Total 36 100.0 100.0 
Mean 3.278 Median 3.000 Std dev 1.210 
Minimum 1.000 Maximum 5.000 
Valid cases 36 Missing cases 0 
Q10 Number of area(s) in which the company is Located? 
Va L i d Cum 
Value Label Value Frequency Percent Percent Percent 
One area 1.00 33 91.7 91.7 91.7 
Two areas 2.00 1 2.8 2.8 94.4 
Three areas 3.00 2 5.6 5.6 100.0 
Total 36 100.0 100.0 
Mean 1.139 Median 1.000 Std dev .487 
Minimum 1.000 Maximum 3.000 
Valid cases 36 Missing cases 0 
Q11 What are your average monthly sales (in dollar)? 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Less than $50,000 1 3 8.3 8.3 8.3 
$50,000 and $150,000 2 3 8.3 8.3 16.7 
$150,001 and $250,000 3 5 13.9 13.9 30.6 
$250,001 and $350,000 4 2 5.6 5.6 36.1 
$350,001 and $450,000 5 6 16.7 16.7 52.8 
Larger than $450,000 6 17 47.2 47.2 100.0 
Total 36 100.0 100.0 
Mean 4.556 Median 5.000 Std dev 1.748 
Minimum 1.000 Maximum 6.000 
Valid cases 36 Missing cases 0 
Q12 What are your average monthly sales (in number of transactions)? 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Less than 10 1 3 8.3 8.3 8.3 
10 and 20 2 6 16.7 16.7 25.0 
21 and 30 3 2 5.6 5.6 30.6 
31 and AO 4 4 11.1 11.1 41.7 
41 and 50 5 3 8.3 8.3 50.0 
Larger than 50 6 18 50.0 50.0 100.0 
Total 36 100.0 100.0 
Mean 4.444 Median 5.500 Std dev 1-858 
Minimum 1.000 Maximum 6.000 
Valid cases 36 Missing cases 0 
Q13 What are your average monthly sale (in dollars) for those goods that you provided delivery 
service for? 
Valid Cum 
• Value Label Value Frequency Percent Percent Percent 
Less than $50,000 1 6 16.7 18.2 18.2 
$50,000 and $150,000 2 4 11.1 12.1 30.3 
$150,001 and $250,000 3 3 8.3 9.1 39.4 
$250,001 and $350,000 4 4 11.1 12.1 51.5 
$350,001 and $450,000 5 2 5.6 6.1 57.6 
Larger than $450,000 6 U 38.9 42.4 100.0 
. 3 8.3 Missing 
Total 36 100.0 100.0 
Mean 4.030 Median 4.000 Std dev 2.023 
Minimum 1.000 Maximum 6.000 
Valid cases 33 Missing cases 3 
Q14 What are your average monthly sales (in number of transactions) for those goods that you 
provided delivery service for? 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Less than 10 1 6 16.7 18.2 18.2 
10 and 20 2 6 16.7 18.2 36.4 
21 and 30 3 1 2.8 3.0 39.4 
31 and 40 4 4 11.1 12.1 51.5 
41 and 50 5 2 5.6 6.1 57.6 
Larger than 50 6 14 38.9 42.4 100.0 
. 3 8.3 Missing 
Total 36 100.0 100.0 
Mean 3.970 Median 4.000 Std dev 2.069 
Minimum 1.000 Maximum 6.000 
Valid cases 33 Missing cases 3 
Appendix 3 Frequency Tables for Questions in the Customer Questionnaire 
Qia Sex: 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Male 1 102 51.0 51.0 51.0 
Female 2 98 49.0 49.0 100.0 
Total 200 100.0 100.0 
Mean 1.490 Median 1.000 Std dev .501 
Minimum 1.000 Maximum 2.000 
Valid cases 200 Missing cases 0 
Qlb Age: 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Between 18 to 34 1 112 56.0 56.0 56.0 
Between 35 to 54 2 88 44.0 44.0 100.0 
Total 200 100.0 100.0 
Mean 1.440 Median 1.000 Std dev .498 
Minimum 1.000 Maximum 2.000 
Valid cases 200 Missing cases 0 
Q2 Have you eve「 made any purchase(s) that is(a「e) delivered by the shop(s) as well? 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
No 0 29 1A.5 14.5 14.5 
Yes 1 171 85.5 85.5 100.0 
Total 200 100.0 100.0 
Mean .855 Median 1.000 Std dev .353 
Minimum .000 Maximum 1.000 
Valid cases 200 Missing cases 0 
Q3 In what kind of shop(s) do you make that purchase(s)? 
Valid Cum 
Value Label Value Frequency ‘Percent Percent Percent 
Electrical appliance shop 2 89 44.5 52.0 52.0 
Furniture/light fitting shop 3 46 23.0 26.9 78.9 
Computer shop 4 14 7.0 8.2 87.1 
Department store 5 14 7.0 8.2 95.3 
Others 6 8 4.0 4.7 100.0 
. 29 14.5 Missing 
Total 200 100.0 100.0 ， 
Mean 2.865 Median 2.000 Std dev 1.158 
Minimum 2.000 Maximum 6.000 
Valid cases 171 Missing cases 29 
Q4 Besides the price of the goods, do you also have to pay for the shop's delivery service(s)? 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
No 0 116 58.0 67.8 67.8 
Yes 1 55 27.5 32.2 100.0 
• 29 14.5 Missing 
Total 200 100.0 100.0 
Mean .322 Median .000 Std dev .468 
Minimum .000 Maximum 1.000 
Valid cases 171 Missing cases 29 
Q5 Have you ever discovered any damage(s) when the goods arrive? 
VaIi d Cum 
Value Label Value Frequency Percent Percent Percent 
No 0 145 72.5 84.8 84.8 
Yes 1 26 13.0 15.2 100.0 
. 29 14.5 Missing 
Total 200 . 100.0 100.0 
Mean .152 Median .000 Std dev .360 
Minimum .000 Maximum 1.000 
Valid cases 171 Missing cases 29 
Q6a Ratings toward the "Speed of delivery" of the shop's delivery service: 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Very satisfied 1 2 1.0 1.2 1.2 
Satisfied 2 106 53.0 62.0 63.2 
Unsatisfied 3 60 30.0 35.1 98.2 
Very unsatisfied 4 3 1.5 1.8 100.0 
- 29 14.5 Missing 
Total 200 100.0 100.0 
Mean 2.374 Median 2.000 Std dev .543 
Minimum 1.000 Maximum 4.000 
Valid cases 171 Missing cases 29 
Q6b Ratings toward the "Amount of service charge" of the shop's delivery service: 
VaIi d Cum 
Value Label Value Frequency Percent Percent Percent 
Very satisfied 1 13 6.5 7.6 7.6 
Satisfied 2 117 58.5 68.4 76.0 
Unsatisfied 3 38 19.0 22.2 98.2 
Very unsatisfied 4 3 1.5 1.8 100.0 
. 29 14.5 Missing 
Total 200 100.0 100.0 
Mean 2.181 Median 2.000 Std dev .581 
Minimum 1.000 Maximum 4.000 
Valid cases 171 Missing cases 29 
Q6c Ratings toward the "Care in goods handling" of the shop's delivery service: 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Very satisfied 1 A 2.0 2.3 2.3 
Satisfied 2 122 61.0 71.3 73.7 
Unsatisfied 3 42 21.0 24.6 98.2 
Very unsatisfied 4 3 1.5 1.8 100.0 
. 29 14.5 Missing 
Total 200 100.0 100.0 
Mean 2.257 Median 2.000 Std dev .524 
Mini mum 1 .000 Maximum 4.000 
Valid cases 171 Missing cases 29 
Q6d Ratings toward the "Attitude of delivery staff" of the shop's delivery service: 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Very satisfied 1 6 3.0 3.5 3.5 
Satisfied 2 126 63.0 73.7 77.2 
Unsatisfied 3 34 17.0 19.9 97.1 
Very unsatisfied 4 5 2.5 2.9 100.0 
. 29 14.5 Missing 
Total 200 100.0 100.0 
Mean 2.222 Median 2.000 Std dev .551 
Minimum 1.000 Maximum 4.000 
Valid cases 171 Missing cases 29 
Q7 Whenever you buy something, have you ever come across any situation(s) in which you would I ike 
the shop to deliver your purchase(s) for you - but it actual ly does not provide that service? 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
No 0 114 57.0 57.0 57.0 
Yes 1 86 43.0 43.0 100.0 
Total 200 100.0 100.0 
Mean .430 Median .000 std dev .496 
Minimum .000 Maximum 1.000 
Valid cases 200 Missing cases 0 
Q8 In what kind of shop do you make that purchase? 
VaIi d Cum 
Value Label Value Frequency Percent Percent Percent 
Wearing apparel shop 1 2 1.0 2.3 2.3 
Electrical appliance shop 2 33 16.5 38.4 40.7 
Furniture/Light fitting shop 3 30 15.0 34.9 75.6 
Computer shop 4 10 5.0 11.6 87.2 
Department store 5 11 5.5 12.8 100.0 
. 114 57.0 Missing 
Total 200 100.0 100.0 
Mean 2.942 Median 3.000 Std dev 1.056 
Minimum 1 .000 Maximum 5.000 
Valid cases 86 Missing cases 114 
Q9 Without the delivery by the shop, you make your own delivery by using: 
VaIi d Cum 
Value Label Value Frequency Percent Percent Percent 
Public transport 1 56 28.5 65.5 65.5 
Private vehicle 2 16 8.0 18.4 83.9 
Rented lorry/van 3 10 5.0 11.5 95.4 
Others 4 4 2.0 A.6 100.0 
. 114 56.5 Missing 
Total 200 100.0 100.0 
Mean 1.552 Median 1.000 Std dev .873 
Minimum 1.000 Maximum 4.000 
• Valid cases 87 Missing cases 113 
QlOa Expectation for number of day(s) elapsed for "ALL types of goods" to be delivered once the 
purchase is made: 
Va L i d Cum 
Value Label Value Frequency Percent Percent Percent 
One day 1 88 44.0 44.0 44.0 
Two days 2 88 44.0 44.0 88.0 
Three days 3 12 6.0 6.0 94.0 
Four days 4 3 1 .5 1.5 95.5 
Five days or more 5 9 4.5 4.5 100.0 
Total 200 100.0 100.0 
Mean 1.785 Median 2.000 Std dev .961 
Minimum 1.000 Maximum 5.000 
Valid cases 200 Missing cases 0 
QlOb Expectation 干or number of day(s) elapsed for "Furniture" to be delivered once the purchase is 
made: 
Val id Cum 
Value Label Value Frequency Percent Percent Percent 
One day 1 7 3.5 26.9 26.9 
Two days 2 7 3.5 26.9 53.8 
Three days 3 7 3.5 26.9 80.8 
Fou「days 4 3 1.5 11 .5 92.3 
Five days or mo「e 5 2 1.0 7.7 100.0 
. 174 87.0 Missing 
Total 200 100.0 100.0 
Mean 2.462 Median 2.000 Std dev 1.240 
Minimum 1.000 Maximum 5.000 
Valid cases 26 Missing cases 174 
QlOc Expectation for number of day(s) elapse for "Wearing apparel" to be delivered once the purchase 
is made: 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
One day 1 6 3.0 50.0 50.0 
Two days 2 6 3.0 50.0 100.0 
. 188 94.0 Missing 
Total 200 100.0 100.0 
Mean 1.500 Median 1.500 . Std dev .522 
Minimum 1.000 Maximum 2.000 
Valid cases 12 Missing cases 188 
QlOd Expectation for number of day(s) elapsed for "Grocery" to be delivered once the purchase is 
made: 
Val id Cum 
Value Label Value Frequency Percent Percent Percent 
One day 1 8 4.0 88.9 88.9 
Two days 2 1 .5 11.1 100.0 
- 191 95.5 Missing 
Total 200 100.0 100.0 
Mean 1.111 Median 1,000 . Std dev .333 
Minimum 1.000 Maximum 2.000 
Valid cases 9 Missing cases 191 
Q11 During what period of time do you prefer the pruchase(s) to arrive at your prescribed 
destination? 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Morning 1 12 6.0 6.0 6.0 
Afternoon 2 29 14.5 14.5 20.5 
Evening 3 49 24.5 24.5 45.0 
Night 4 110 55.0 55.0 100.0 
Total 200 100.0 100.0 
Mean 3.285 Median 4.000 Std dev .926 
Minimum 1.000 Maximum 4.000 
Valid cases 200 Missing cases 0 
Ql2a Ratings toward the "Speed of delivery" of an ideal delivery service: 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Very important 1 95 47.5 47.5 47.5 
Important 2 92 46.0 46.0 93.5 
Barely important 3 12 6.0 6.0 99.5 
Unimportant 4 1 .5 .5 100.0 
Total 200 100.0 100.0 
Mean 1.595 Median 2.000 Std dev .627 
Minimum 1.000 Maximum 4.000 
Valid cases 200 Missing cases 0 
Ql2b Ratings toward the "Amount of service charge" of an ideal delivery service: 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Very important 1 45 22.5 22.5 22.5 
Important 2 84 42.0 42.0 64.5 
Barely important 3 39 19.5 19.5 84.0 
Unimportant 4 32 16.0 16.0 100.0 
Total 200 100.0 100.0 
Mean 2.290 Median 2.000 Std dev .990 
Minimum 1.000 Maximum 4.000 
Valid cases 200 Missing cases 0 
cn2c Ratings toward the "Care in goods handling" of an ideal delivery service: 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Very important 1 143 71.5 71.5 71.5 
Important 2 51 25.5 25.5 97.0 
Barely important 3 6 3.0 3.0 100.0 
Total 200 100.0 100.0 
Mean 1.315 Median 1.000 Std dev .526 
Minimum 1.000 Maximum 3.000 
Valid cases 200 Missing cases 0 
Q12d Ratings toward the "Attitude of delivery staff" of an ideal service: 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Very important 1 49 24.5 24.5 24.5 
Important 2 118 59.0 59.0 83.5 
Barely important 3 28 14.0 14.0 97.5 
Unimportant 4 5 2.5 2.5 100.0 
Total 200 100.0 100.0 
Mean 1.945 Median 2.000 Std dev .696 
Minimum 1.000 Maximum 4.000 
Valid cases 200 Missing cases 0 
Q13 Occupation: 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Clerical 1 46 23.0 23.0 23.0 
Professional 2 50 25.0 25.0 48.0 
Factory worker o「 s i m U a r 3 19 9.5 9.5 57.5 
Manager A 21 10.5 10.5 68.0 
Teacher 5 4 2.0 2.0 70.0 
Student 6 32 16.0 16.0 86.0 
Housewife 7 10 5.0 5.0 91.0 
Others 9 18 9.0 9.0 100.0 
Total 200 100.0 100.0 
Mean 3.655 Median 3.000 Std dev 2.537 
Minimum 1.000 Maximum 9.000 
Valid cases 200 Missing cases 0 
Q14 Area Living in: 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Hong Kong 1 45 22.5 22.5 22.5 
KowLoon 2 95 47.5 47.5 70.0 
New Territories 3 60 30.0 30.0 100.0 
Total 200 100.0 100.0 
Mean 2.075 Median 2.000 . Std dev .722 
Minimum 1.000 Maximum 3.000 
Valid cases 200 Missing cases 0 
Q15 Income: 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
Less than $5,000 1 36 18.0 18.0 18.0 
$5,000 and $10,000 2 77 38.5 38.5 56.5 
$10,001 and $15,000 3 52 26.0 26.0 82.5 
$15,001 and $20,000 4 19 9.5 9.5 92.0 
$20,001 and $25,000 5 6 3.0 3.0 95.0 
$25,001 and $30,000 6 3 1.5 1.5 96.5 
Larger than $30,000 7 7 3.5 3.5 100.0 
Total 200 100.0 100.0 
Mean 2.595 Median 2.000 Std dev 1.364 
Minimum 1.000 Maximum 7.000 
Valid cases 200 Missing cases 0 
Appendix 4 
Cross Tabulation Tables for Retailer 






j 1 I 2 | 3j 4 | 51 Total 
DEL + + + + + + 
n ‘ ？ I 1 I I I I 7 u I I I I I 1 I b I I 1 I 丨 丨 R I I I I I I + + + + + + 
1 i 1! 6j 9j 11丨 6丨 33 
I I I I I 丨 7 I I 1 I I I V I . /• + + + + + + 
Column 3 7 9 11 6 36 
Total 8.3 19.4 25.0 30.6 16.7 100.0 
Chi-Square Value DF Significance 
Pearson 16.05195 4 .00295 
Likelihood Ratio 11.09148 4 .02555 
ManteL-Haenszel test for 8.45494 1 .00364 
linear association 
Minimum Expected Frequency - .250 
Cells with Expected Frequency < 5 - 6 OF 10 ( 60.0%) 
Number of Missing Observations: 0 






丨 1.00| 2.00| 3.001 Total 
DEL + + 十 + 
0 I X \ I I -7 u I I 1 I 
‘ I 丨 丨 « 7 I I I I + + + + 
1 丨 30 j 1 j 2 j 33 I ! I '； 91.7 + + + + 
Column 33 1 2 36 
Total 91.7 2.8 5.6 100.0 
Chi-Square Value DF Significance 
Pearson .29752 2 .86178 
Likelihood Ratio .54621 2 .76101 
ManteL-HaenszeL test for .26604 1 .60600 
Linear association 
Minimum Expected Frequency - .083 
Cells with Expected Frequency < 5 - 5 OF 6 ( 83.3%) 
Number of Missing Observations: 0 





1 1| 2| 3| 4| 5| 6j Total 
DEL I H 1 1 H 1 y. 
0 I I I 1 1| 11 1| 3 
！ I I 1 I ！ I 8.3 
+ + + + + + 十 
1 1 3| 3j 5j 1| 5| 16丨 33 
I 丨 I I I I 丨 7 I I I I I I I y \. 1 
+ + + + + + + 
Column 3 3 5 2 6 17 36 
Total 8.3 8.3 13.9 5.6 16.7 47.2 100.0 
Chi-Square Value DF Sigm'f icance 
Pearson 6.22460 5 .28497 
Likelihood Ratio 4.86646 5 .43239 
Mantel-HaenszeL test for .21168 1 .64545 
Linear association 
Minimum Expected Frequency - .167 
Cells with Expected Frequency < 5 - 10 OF 12 ( 83.3%) 
Number of Missing Observations: 0 






！ 1 丨 2； 3j 4| 5| 6j Total 
DEL + + + + + + + 
0 ! ！ “ ？ I I 1 I I -3； 
I 二 I I ‘ I I ^ ！ ! I I I I I Q I I I I I I I o-J + + + + + + + 
1 I 6 i I 2丨 18丨 33 I ！ 丨 丨 i ！ 丨91.7 + + + + + + + 
Column 3 6 2 4 3 18 36 
Total 8.3 16.7 5.6 11.1 8.3 50.0 100.0 
Chi-Square Value DF Significance 
Pearson 27.27273 5 .00005 
Likelihood Ratio 16.83311 5 .00483 
Mantel-HaenszeL test for .57320 1 .44899 
Linear association 
Minimum Expected Frequency - .167 
Cells with Expected Frequency < 5 - 10 OF 12 ( 83.3%) 
Number of Missing Observations: 0 






i 1j 2j 3i 51 Total 
AGENT + + + + + + 
1 ! 1| 31 7| 6| 4j 21 
I I I ! ! ； 63.6 + + + + + + 
3 I 丨 3丨 2| 5! 2| 12 
I I I I I I - Z A , L 
I I I I I I 乂 + + + + + + 
Column 1 6 9 11 6 33 
Total 3.0 18.2 27.3 33.3 18.2 100.0 
Chi-Square Value DF Significance 
Pearson 2.24802 4 .69025 
Likelihood Ratio 2.61295 4 .62453 
Mantel-HaenszeL test for .03265 1 .85660 
Linear association 
Minimum Expected Frequency - .364 
Cells with Expected Frequency < 5 - 8 OF 10 ( 80.0%) 
Number of Missing Observations: 3 






丨 1.00| 2.001 3。00j Total 
AGENT + + + + 
1 I 19 I 1 1 1 1 21 
I I I I 63.6 + + + + 
3 ! 11 I I 1 I 12 
! ！ I .1 36.4 + + + + 
Column 30 1 2 33 
Total 90.9 3.0 6.1 100.0 
Chi-Square Value DF Significance 
Pearson .73333 2 .69304 
Likelihood Ratio 1.05974 2 .58868 
ManteL-Haenszel test for .01681 1 .89685 
Linear association 
Minimum Expected Frequency - .364 
Cells with Expected Frequency < 5 - 4 OF 6 ( 66.7%) 
Number of Missing Observations: 3 
Delivery agent Vs Average monthly sale (in dollars) 
SALES1 




j 1 j 21 31 41 51 61 Total 
AGENT + + + + + + + 
1 j 21 21 21 1 I 1j 131 21 
I I � I I I I A 、 A 
I I I I I I I b J i . b 
+ + + + + + + 
3 1 11 11 31 I 41 3| 12 
I I I I I ； 1 36.4 + + + + + + + 
Column 3 3 5 1 5 16 33 
Total 9.1 9.1 15.2 3.0 15.2 48.5 100.0 
Chi-Square Value DF Significance 
Pearson 8.06176 5 .15286 
Likelihood Ratio 8.44700 5 .13326 
Mantel-Haenszel test for .70299 1 .40178 
Iinear association 
Minimum Expected Frequency - .364 
Cells with Expected Frequency < 5 - 10 OF 12 ( 83.3%) 
Number of Missing Observations: 3 






1 11 2| 4| 5| 6| Total 
AGENT + + + + + + 
1 丨 3丨 3丨 1丨 2丨 12丨 21 
I I I I I I A X ^ 
I � � � � 丨 O ^ i . C i 
+ + + + + + 
3 I j 3| 3| I 6| 12 
I ！ ！ 丨 ！ 丨 36.4 + + + + + + 
Column 3 6 4 2 18 33 
Total 9.1 18.2 12.1 6.1 54.5 100.0 
Chi-Square Value DF Significance 
Pearson 5.99107 4 .19982 
Likelihood Ratio 7.53084 4 .11036 
ManteL-Haenszel test for .00119 1 .97246 
Linear association 
Minimum Expected Frequency - .727 
Cells with Expected Frequency < 5 - 8 OF 10 ( 80.0%) 
Number of Missing Observations: 3 






I 1 I 2 j 3 | 5 | 6 ' Total 
AGENT + + + + + + + 
1 I 3j 4| I 2| 1| 111 21 
I ! I ! 1 ! I 63.6 + + + + + + + 
3 I 3j i 3j 2丨 1| 3丨 12 
I I I I I I I " ^ A A 
I I I I I I I 比-“ ‘ 
+ + + + + + + 
Column 6 4 3 4 2 14 33 
Total 18.2 12.1 9.1 12.1 6.1 42.4 100.0 
Chi-Square Value DF Significance 
Pearson 9.84949 5 .07961 
Likelihood Ratio 12.07803 5 .03373 
Mantel-Haenszel test for .92047 1 .33735 
linear association 
Minimum Expected Frequency - .727 
Cells with Expected Frequency < 5 - 10 OF 12 ( 83.3%) 
Number of Missing Observations: 3 






I 1 I 2 j 3 i 4 | 5 | 6 ] Total 
AGENT + + + + + + + 
1 I 4 | 3 | 1 I 2 | 1 I 10| 21 
I 1 I I � I \ 
1 I I I I I I 6 : 3 - 6 
+ + + + + + + 
3 i 2丨 3丨 丨 2j 1j 12 
； ! I 1 I 1 I 3 6 . 4 + + + + + + + 
Column 6 6 1 4 2 14 33 
Total 18.2 18.2 3.0 12.1 6.1 42.4 100.0 
Chi -Square Value DF Significance 
Pearson 1.92687 5 .85917 
Likelihood Ratio 2.23655 5 .81554 
Mantel-Haenszel test for .21264 1 .64470 
Linear association 
Minimum Expected Frequency - .364 
Cells with Expected Frequency < 5 - 10 OF 12 ( 83.3%) 
Number of Missing Observations: 3 




i 1j 21 31 Aj 51 Total 
TRANS --- + + + ……--+ - + (-
1 j 1 I I 1 I 2 丨  I k 
i I 1 I I 1 12.1 
2 j I 2! 3] 1 I 21 8 
i j I j 1 I 24.2 
3 j I 2 丨 j 31 1 I 6 
j j [ I j i 18.2 
4 I j 2 i 4 丨 2 j j 8 
！ ！ j I I j 24.2 
5 I 丨 j 1 j .3 j ：31 7 丨  j 丨  j j 丨21.2 + + + + + + 
Column 1 6 9 11 6 33 
Total 3.0 18.2 27.3 33.3 18.2 100.0 
Chi-Square Value DF Significance 
Pearson 21.28571 16 .16779 
Likelihood Ratio 23.17978 16 -10901 
Mantel-Haenszel test for 2.14286 1 .K323 
linear association 
Minimum Expected Frequency - .121 
Cells with Expected Frequency < 5 _ 25 OF 25 (100.0%) 
Number of Missing Observations: 3 




i 1.00丨 2.00丨 3.00丨 Total 
TRANS + + + + 
1 i 4 丨 ！ 丨 4 
I I 1 I 1 2 . 1 + + + + 
2 I 7 丨 丨 1 丨 8 
i 1 j j 24.2 + + + + 
3 I 6 丨 [ 丨 6 
1 I j I 18.2 
4 I 7 i 1 丨 丨 8 
1 1 1 ! 24.2 
5 I 6 j I 1 丨 7 
1 1 1 1 21.2 + - + + + 
Column 30 1 2 33 
Total 90.9 3.0 6.1 100.0 
Chi-Square Value DF Significance 
Pearson 5.67679 8 .68338 
Likelihood Ratio 6.12679 8 .63303 
Mantel-Haenszel test for .28813 1 .59142 
Linear association 
Minimum Expected Frequency - .121 
Cells with Expected Frequency < 5 - 11 OF 15 ( 73.3%) 
Number of Missing Observations: 3 




j 1 I 2| 3j 4j 51 6' Total 
TRANS + + + + + + + 
1 1 I 1 1 I 1 1 I 2| 4 
I 丨 I I I ! 丨 12.1 + + + + + + + 
2 { j I 1丨 丨 I 7丨 8 
I i I I I I I 24.2 
3 [ 1 ！ I 1 j 1 j 1[ 2 j 6 
j I i j j I I 1 8 . 2 
4 j 2 j 2 i 1 丨 j 1 I 2 | 8 
j j j j ] j [ 2 4 . 2 
5 j I j 2 j 3丨 7 
i I j j I j I 2 1 . 2 + + + + + + + 
Column 3 3 5 1 5 16 33 
Total 9.1 9.1 15.2 3.0 15.2 48.5 100.0 
Chi-Square Value DF Significance 
Pearson 19.34740 20 .49936 
Likelihood Ratio 20.76816 20 .41089 
ManteL-Haenszel test for 2.10340 1 .14697 
linear association 
Minimum Expected Frequency - .121 
Cells with Expected Frequency < 5 - 30 OF 30 (100.0%) 
Number of Missing Observations: 3 
參 




I 1 I 2 j 4 | 51 6 | Total 
TRANS + + + + + + 
1 j I j 1 j 1 j 21 4 
I 1 I I I I 1 2 . 1 
2 I j 1 I 1 I I 6| 8 
！ 1 i I I I 2 4 . 2 
3 丨 1 j 2 •丨 1 j j 2 丨 6 
i I j i 1 I 18.2 
4 j 2j 1j 丨 8 
j j j I i j 24.2 
5 I I 21 I 1 i 41 7 
I I I I I 丨 21.2 + + + + + + 
Column 3 6 4 2 18 33 
Total 9.1 18.2 12.1 6.1 54.5 100.0 
Chi-Square Value DF Significance 
Pearson 13.66270 16 .62383 
Likelihood Ratio 15.92881 16 .45794 
Mantel-Haenszel test for .80083 1 .37084 
Linear association 
Minimum Expected Frequency - .242 
Cells with Expected Frequency < 5 - 25 OF 25 (100.0%) 
Number of Missing Observations: 3 




I 1 j 21 3 | 4 | 5 | 6 | Total 
TRANS + + + + + + + 
1 I 1 j I 1 ！ 1 I j 1 I 4 
I ! ! 丨 丨 I ! 12.1 + + + + + + + 
2 j ！ 丨 1丨 i 丨 7丨 8 
j 1 I I I j i 24.2 
3 j 2j 丨 1 丨 丨 2i 6 
i j i j I I j 18.2 
4 j 31 2| j 1 丨 j 2 j 8 
I j I I 1 i I 2 4 . 2 
5 j I 2丨 I 1 i 2j 2j . 7 
I ！ i j I j I 2 1 . 2 + + + + + + + 
Column 6 4 3 4 2 14 33 
Total 18.2 12.1 9.1 12.1 6.1 42.4 100.0 
Chi-Square Value DF Significance 
Pearson 27.22640 20 .12901 
Likelihood Ratio 30.69600 20 .05933 
Mantel-Haenszel test for .83418 1 .36107 
linear association 
Minimum Expected Frequency - .242 
Cells with Expected Frequency < 5 - 30 OF 30 (100.0%) 
Number of Missing Observations: 3 
< 




I 1 I 2j 3j 4| 5| 6| Total 
TRANS + + + + + + + 
1 I I 1 I 1 ！ 1 i j 1 I 4 
I 丨 丨 I 丨 I 丨12.1 
2 j I 1 1 I 1 I j 6 丨 8 
I 1 i j i j I 24.2 
3 丨 3i 1j 丨 丨 I 2丨 6 
j j I j i i j 18.2 
4 丨 21 21 i 丨 2 丨 21 8 
j I i j 丨 丨 j 
5 j 1 ! 1 I I 2j 丨 7 
i j 丨 丨 丨 丨  I 21.2 
+ + + + + + + 
Column 6 6 1 4 2 14 33 
Total 18.2 18.2 3.0 12.1 6.1 42.4 100.0 
Chi-Square Value DF Significance 
Pearson 26.58567 20 .14733 
Likelihood Ratio 24.95438 20 .20318 
ManteL-Haenszel test for .38230 1 -53637 
Linear association 
Minimum Expected Frequency - .121 
Cells with Expected Frequency < 5 - 30 OF 30 (100.0%) 
Number of Missing Observations: 3 




j 1 I 21 3| 4| 5| Total 
AREA + + + + - + + 
1.00 I I I 1 I I I 1 
! ! 1 1 1 I 3.0 + + + + + + 
2 . 0 0 ！ 1 ! 丨 ！ 丨 2 
！ I I I I I A 1 
I I I I I I O. I + + + + + + 
3.00 j j 6| 8j 23 
I ； i I ! I 69.7 + + + + + + 
4.00 j j j 3丨 2j 2j 7 
I ! ! ! ! I 21.2 + + + + + + 
Column 1 6 9 11 6 33 
Total 3.0 18.2 27.3 33.3 18.2 100.0 
Chi-Square Value DF Significance 
Pearson 23.00621 12 .02767 
Likelihood Ratio 15.30923 12 .22496 
Mantel-Haenszel test for 2.09197 1 .U807 
Linear association 
Minimum Expected Frequency - .030 
Cells with Expected Frequency < 5 - 18 OF 20 ( 90.0%) 
Number of Missing Observations: 3 




I 1.00| 2.00丨 3.00| Total 
AREA + + + + 
1.00 I 1 I I ] 1 
1 1 I I 3.0 
+ + + + . 
2.00 1 2 1 j I 2 
I 丨 j 1 6 . 1 + + + + 
3.00 j 20 j 1 j 2 丨 23 
i i i I 69.7 
+ + - + + 
4.00 j 7 j i .| 7 
i j I I 21.2 + + + + 
Column 30 1 2 33 
Total 90.9 3.0 6.1 100.0 
Chi-Square Value DF Significance 
Pearson 1.43478 6 .96371 
Likelihood Ratio 2.29421 6 .89075 
Mantel-Haenszel test for .06303 1 .80178 
linear association 
Minimum Expected Frequency - .030 
Cells with Expected Frequency < 5 - 10 OF 12 ( 83.3%) 
Number of Missing Observations: 3 






！ 1i 2| 31 4j 5| 6| Total 
AREA + + + + + + + 
1.00 j i 1] I I j j 1 
I 1 ! ! I I I 3.0 
+ + 十 + + + + 
2.00 i 1 I i j I j 1 I 2 
I I I I I I I A 1 1 I I I I I I o. I + + + + + + + 
3.00 ] 2| 1j 4| 1 I 4j 11j 23 
！ I ； i I I ! 69.7 + + + + + + + 
4.00 ！ I 1 I 1 i I 1 I 4丨 7 
I I I I I I I pi p 
I I I I I I I 二 I + + + + + + + 
Column 3 3 5 1 5 16 33 
Total 9.1 9.1 15.2 3.0 15.2 48.5 100.0 
Chi-Square Value DF Significance 
Pearson 16.56192 15 .34572 
Likelihood Ratio 11.22384 15 .73657 
Mantel-HaenszeL test for 2.15601 1 .14201 
Linear association 
Mini mum Expected Frequency - .030 
Cells with Expected Frequency < 5 - 23 OF 24 ( 95.8%) 
Number of Missing Observations: 3 




I 1 j 2 j 4 | 51 6 | Total 
AREA + + + + + + 
1.00 I 1 I j j { j 1 
I I I j I j 3.0 
+ + + + + + 
2.00 j 1i j j I 1 j 2 
j j j I j 丨 6.1 
+ + + + + + 
3.00 I 6| 2| i 14| 23 
i ； j i ； ； 69.7 
4.00 j 丨 丨 2| 3j 7 
i ； ； i ； j 21.2 + + + + + + 
Column 3 6 4 2 18 33 
Total 9.1 18.2 12.1 6.1 54.5 100.0 
Chi-Square Value DF Significance 
Pearson 27.06160 12 .00757 
Likelihood Ratio 20.81648 12 .05313 
ManteL-HaenszeL test for 3.91551 1 .04784 
linear association 
Minimum Expected Frequency - .061 
Cells with Expected Frequency < 5 - 19 OF 20 ( 95.0%) 
Number of Missing Observations: 3 




j 1 I 2j 31 4| 51 6| Total 
AREA + + + + + + + 
1.00 [ j 1 i I j j I 1 
i I I I _ I I I 3-0 + + + + + + + 
2 . 0 0 j 2 | j ] I ] ] 2 
！ I 丨 ！ 丨 I I 6.1 
3.00 j 3丨 3丨丨 2j 3丨 1j ”丨 23 
i I j j i j j 69.7 
4.00 i 1| ！ 1丨 1! 1! 7 
j I j j I I j 2 1 . 2 + + + + + + + 
Column 6 4 3 4 2 14 33 
Total 18.2 12.1 9.1 12.1 6.1 42.4 100.0 
Chi-Square Value DF Significance 
Pearson 18.81322 15 .22232 
Likelihood Ratio 14.24731 15 .50686 
ManteL-HaenszeL test for 3.19915 1 .07368 
linear association 
Minimum Expected Frequency - .061 
Cells with Expected Frequency < 5 - 23 OF 24 ( 95.8%) 
Number of Missing Observations: 3 




i 11 2| 31 4丨 5[ 6j Total 
AREA + + + + + + + 
1.00 I 1 I j I I I ] 1 
！ I ! I I I I 3.0 
+ + + 十 + + + 
2 . 0 0 ！ 1 [ 1 1 丨 ！ 丨 ！ 2 
I I I 丨 丨 ！ I 6.1 
3.00 ！ 41 41 j 21 2j 11j 23 
i j ! 1 I j I 69.7 
4.00 丨 I 1丨 1丨 2j I 3i 7 
j I j j j I j 21.2 + + + + + + + 
Column 6 6 1 4 2 14 33 
Total 18.2 18.2 3.0 12.1 6.1 42.4 100.0 
Chi-Square Value DF Significance 
Pearson 15.60204 15 .40898 
Likelihood Ratio 15.60650 15 .40867 
Mantel-Haenszel test for 3.64475 1 .05625 
Linear association 
Minimum Expected Frequency - .030 
Cells with Expected Frequency < 5 - 23 OF 24 ( 95.8%) 
Number of Missing Observations: 3 
Appendix 5 
Cross Tabulation Tables for Customer 






i 1 j 2| 3| 4j 5| 6| 7| Total 
FEE2 + + + + ——--+ + + + 
1 j 4j 26j 6丨 7丨 j i 2丨 45 
I I I I I I I I ?? S 
I I I I I I I I 
+ + + + + + + - + 
2 I 221 27j 23j 4j 5j 1j 2| 84 
I I I I 1 I I 1 A.P n I I I I I I I I 4二 u + + -+ + + + + + 
3 I 3! 14j 11[ 6[ 1j 2丨 2丨 39 
I I I 1 I I I I 19 5 
I I I I I I I I 
+ + + + + + + - + 
4 j 71 10| 12丨 2| I 丨 32 
I I I I I I I 1 0 
I I I I I I I I + + + + + + + + 
Column 36 77 52 19 6 3 7 200 
Total 18.0 38.5 26.0 9.5 3.0 1.5 3.5 100.0 
Chi-Square Value DF Significance 
Pearson 33.67452 18 .01381 
Likelihood Ratio 35.86123 18 .00735 
Mantel-Haenszel test for .19852 1 -65592 
linear association 
Mini mum Expected Frequency - .480 
Cells with Expected Frequency < 5 - 15 OF 28 ( 53.6%) 
Number of Missing Observations: 0 






1 1 1 2| 3! Total 
DAMAGE + + + + 
0 j 106| 36j 3| 145 
! I 1 I 84.8 + + + + 
1 1 18j 61 2[ 26 
I I I I 1C： p 
I 1 I 丨 I 〕 
+ + + + 
Column 124 42 5 171 
Total 72.5 24.6 2.9 100.0 
Chi-Square Value DF Significance 
Pearson 2.45741 2 .29267 
Likelihood Ratio 1.86787 2 .39300 
Mantel-Haenszel test for .73174 1 .39232 
linear association 
Minimum Expected Frequency - .760 
Cells with Expected Frequency < 5 - 2 OF 6 ( 33.3%) 
Number of Missing Observations: 29 






i 1 I 21 3| Total 
PREFER + + + + 
0 I 33! 461 351 114 
I I I I t r ? n 
I I I I 〕 C - U 
+ + + + 
1 I 12； 49j 251 86 
I 1 I 1 Lx n 
I I I I 4： ) . u 
+ + + + 
Column 45 95 60 200 
Total 22.5 47.5 30.0 100.0 
Chi-Square Value DF Significance 
Pearson 7.79417 2 .02030 
Likelihood Ratio 8.02720 2 .01807 
ManteL-Haenszel test for 1.67668 1 .19537 
linear association 
Minimum Expected Frequency - 19.350 
Number of Missing Observations: 0 




I 1 i 2丨 3丨 Total 
TRANS + + + + 
1 j 8j 38[ 11 I 57 
I j j j 6 5 . 5 
2 j 3j 4j 9丨 16 
j [ j i 18.4 
3 I 1 ！ 5| 4j 10 
1 丨 I 丨 1 1 . 5 
4 j 1 I 2[ 1 I 4 
I j j I 4.6 
+ + + + 
Column 13 49 25 87 
Total 14.9 56.3 28.7 100.0 
Chi-Square Value DF Significance 
Pearson 11.03316 6 .08736 
Likelihood Ratio 10.93511 6 .09040 
Mantel-Haenszel test for 1.04509 1 .30664 
linear association 
Minimum Expected Frequency - .598 
Cells with Expected Frequency < 5 - 7 OF 12 ( 58.3%) 
Number of Missing Observations: 113 




丨  0丨 1 丨 T o t a l 
CARE1 + + + 
1 j 4 j 丨  4 
1 I I 2.3 + + + 
2 I 1091 13丨 122 
1 I j 71.3 + + + 
3 I 29丨 13丨 42 
1 ！ I 24.6 
+ + + 
4 I 3丨 j 3 
I I I 1.8 + + + 
Column 145 26 171 
Total 84.8 15.2 100.0 
Chi-Square Value DF Significance 
Pearson 11.29183 3 .01025 
Likelihood Ratio 11.02410 3 .01160 
Mantel-Haenszel test for 6.57717 1 .01033 
Linear association 
Minimum Expected Frequency - .456 
Cells with Expected Frequency < 5 - 4 OF 8 ( 50.0%) 
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